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Jefferson Fuses 
Protect Motors 
and Payrolls 







Anybody knows that production interruptions are ex- 
pensive. Machines and motors must have protection... 
fuses . . . but time-costs need protection, too. Fuses that 
blow on harmless overloads mean payroll losses. 

Jefferson Super-Lag Renewable Fuses are the perfect 
answer. They provide reliable, accurate protection—ride 
over all harmless surges, operate positively on dangerous 
overloads. There is no better protection for electrical 
equipment and property. 

Jefferson Super-Lag Fuses are made in all capacities, 
both knife blade and ferrule types. Show the savings— 
tell the Jefferson Super-Lag Story and sell more fuses. 


The secret of Jefferson Super-Lag per- 
formance lies in the lag plate which 
is a part of the Super-Lag link. This 
plate delays the normal fuse action to 
provide a time interval or lag. This 
time-lag prevents the fuse from blow- 
JEFFERSON ELECTRIC COMPANY Ww ing on harmless temporary overloads 

i. —to save needless shutdowns and 
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Square D Safiex Convertible Panel 


ONE OF MANY 


HAVE BUILT SQUARE D 


BBA Large Manufacturer* of cut gears, speed 
reducers, etc., gave his reasons for using 
Square D distribution panels. 


“In various departments of our plant we have 
Square D convertible panels, some 44 circuit, 
some 22 circuit. All are 500 ampere capac- 
ity, 220 Volt, 3-phase. The Square D boards 
are the only ones we have seen where the 
fuse sizes can be changed in a matter of 
minutes—say from 30 ampere capacity to 
100 amperes. Only five minutes are required 
to make the complete change for a 3-phase 
circuit. Loosen a few screws; change fuse 
clips; put in new fuses and tighten screws. 
The changes are made without shutting off 


CALL i N A 


SQUARE TJ] COMPANY 
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SQUARE OD COMPANY, INC 
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the power. These features add greatly to the 
flexibility of the distribution system. The 
same advantages apply to any repairs or 
replacements.” 


Perhaps stepping up amperage is a detail 
your salesmen have met. It is given, here, as 
one evidence that Square D engineers have 
designed for all emergencies that may arise 
in actual use. 


This manufacturer is one of many who have 
discovered the advantages of Square D Con- 
vertible Panels. Every other manufacturer is 
a prospect. Your salesman can take full ad- 
vantage of these opportunities. 

*Manufacturer's Name upon request. 
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Making the Code Work 


T last, electrical wholesalers have a code 
of their own. While it does not go as 
far, especially in the matter of price 

maintenance, as the industry would have liked, 
nevertheless, it is a mighty good code. Its ap- 
proval by NRA, however, by no means marks 
the end of the job. In fact, the real job—that 
of making the Code work—starts now. 


The benefit which the electrical wholesal- 
ing industry derives from this Code will de- 
pend upon just two things: (1) the extent to 
which each member of the trade seriously en- 
deavors to carry out the spirit, as well as the 
letter of the code, and (2), the effectiveness 
with which the code is administered by the Di- 
visional Code Authority and the various local 
District Code Commissions which will shortly 
be organized. 


The new Divisional Code Authority will be 
charged with the administration, for the indus- 
try, of both the General Wholesaling Code and 
the Electrical Wholesaling Supplemental 
Code. 't will consist of 12 members, eight 
members of the trade who are also members 
of NEWA, three members of the trade who 
are not members of NEWA, and one non-vot- 
ing member representing the Federal Admin- 
istration who will have the power to either sus- 
tain or veto the acts of the Authority. 

The nominees of the NEWA Executive 
Committee for the eight Association members 
of the Code Authority appear on page six. 
They comprise veterans of the wholesaling 
trade. They include the chief executives of 
the three national houses, members of the 
trade from the east, middle west, south and far 
west who represent various types of wholesal- 
ing firms, and also include the members of the 
Association’s Code Committee who, from their 


many months of labor in securing the Code, 
are particularly well fitted to take an active 
part in its administration. 


There has been some criticism of these nom- 
inations by several local associations of inde- 
pendent wholesalers because representatives 
of their particular groups were not included. 
However, the large majority of the members 
of the complaining groups are not members 
of NEWA and their representation on the 
Code Authority should properly be through 
the non-members whom the Code provides 
shall be appointed to the Code Authority. It 
would further appear that, through their Na- 
tional Council, these local groups could readily 
get together on suitable candidates for these 
places on the Code Authority. 


It has been further suggested by these 
groups that the election of the Code Authority 
be deferred until the NEWA Convention to be 
held in October. This would only result in un- 
necessary delay in putting the Code to work. 
The prime purpose in calling this Convention 
is to discuss the practical administration of the 
Code. This requires that the administrative 
machinery shall not only be set up, but that it 
shall also have had a few weeks of actual func- 
tioning experience prior to the Convention. 


HOSE wholesalers who are elected to both 

the Code Authority and the local District 
Commissions will render a genuine service to 
the industry. They will need the full coop- 
eration and support of every member of the 
trade, if the Code is to be administered firmly 
and impartially. 


PT Fn 


EDITOR 
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SOLDERLESS CONNECTORS 


A radical improvement in the design of solderless connectors is a feature of the new Trumbull Handi-Lug. Eight 
Handi-Lugs comprise the entire line taking a range of wire sizes from No. 14 to 1,000,000 C. M. The adjustable 
feature is important. For example, a 200 amp. lug will take a range of wire sizes from 1/0 to 4/0. Mention 
to maintenance men the simplicity of Handi-Lug design making it possible to use them over and over again 
and for different wire sizes. See page 153 Cat. 16 for listings. 


DEAD FRONT ENTRANCE SWITCH 


New dead front entrance switches surface type No. 2903 and flush type No. 
2905 are approved for service equipment. Switch blades and fuse clips are 
attached to bakelite cover. When switch cover is removed the switch is open 
and fuses are dead and interchanged away from line contacts. Neutral termi- 
nal grounded on the box and all line terminals are covered by barriers. Refer 
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new Cat. page 87B. 





No, 2903 DEAD FRONT RANGE COMBINATION 


New No. 2924 dead front range combination provides two 60 amp. dead 
front fusible switches for Main and Range circuits and four 30 amp. lighting 
circuits. Strap type solderless connectors which are entirely different from 
the Handi-Lug solderless connectors mentioned above are provided on main 
and range terminals. This switch is approved as service equipment and can 
be furnished for either surface or flush mounting. No. 2924 is already prov- 
ing a good seller, so be sure and acquaint yourself with complete details 
listed on Cat. page 87A. 
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FOR SEPTEMBER, 1934 


The Electrical Wholesaling Code 


The complete text of the Supplemental Code of Fair Competition for the 
Electrical Wholesaling Trade, approved August 13, effective August 23 


ARTICLE |—PURPOSES 


To effectuate the policies of Title I of the National Indus- 
trial Recovery Act, this Supplemental Code is established as a 
Code of Fair Competition for the Electrical Wholesale Trade, 
pursuant to Article VI, Section 1 (c) of the General Code of 
Fair Competition for the Wholesaling or Distributing Trade, 
approved by the President of the United States on January 
12, 1934. All provisions of the said General Code which are 
not in conflict with the provisions of this Supplemental Code 
are hereby specifically incorporated by reference in this Sup- 
plemental Code and made part hereof. Such provisions of 
the General Code together with the provisions of this Sup- 
plemental Code are the standards of fair competition for and 
are binding upon every member of the said Electrical Whole- 
sale Trade. 


ARTICLE II—DEFINITIONS 
Supplementing Article II of General Code 

SecTIon 1. For the purposes of this Supplemental Code, a 
“wholesaler” or “distributor” or “member of the Trade” is 
defined to mean any individual, partnership, association, cor- 
poration, or other form of enterprise, or any division thereof, 
which renders a general distribution service and which pur- 
chases and maintains at his or its place of business a stock of 
electrical apparatus, appliances, materials and/or supplies sold 
for use in connection therewith (except radio apparatus and 
supplies), or which acts as a middleman or broker buying 
electrical apparatus, appliances, materials and/or supplies sold 
for use in connection therewith (except radio apparatus and 
supplies) but which does not necessarily maintain a stock of 
such merchandise, and which through salesmen, advertising, 
and/or sales-promotion devices, sells to retailers and/or to 
institutional, commercial, and/or industrial users, and/or to 
any other buyers except ultimate consumers as defined in the 
General Code. 

Section 2. The term “Trade” as used herein is defined to 


be the business in which wholesalers or distributors as above 
defined engage. 

SEcTION 3. The term “consignment” as used herein is de- 
fined to mean the delivery by a member of the Trade to any 
person, as agent, purchaser or otherwise under any agreement 
or understanding expressed or implied pursuant to which the 
receiver of the merchandise may at his option return any of 
such merchandise or claim any credits with respect thereto. 

Section 4. The term “Divisional Code Authority,” as used 
herein, shall mean the Divisional Code Authority for the Elec- 
trical Wholesale Trade, a division of the Wholesaling or 
Distributing Trade. 

Section 5. The term “General Code,” as used herein, shall 
mean the Code of Fair Competition for the Wholesaling or 
Distributing Trade. 


ARTICLE III—ADMINISTRATION 
Supplementing Article VI, of the General Code 

SecTIon 1. (a) The Divisional Code Authority shall con- 
sist of eleven (11) members (from among the Trade or repre- 
sentatives thereof), eight (8) to be nominated by the Execu- 
tive Committee of the National Electrical Wholesalers Asso- 
ciation and elected by members of the Trade who are also 
members of the Association in accordance with a method to 
be approved by the Administrator, and three (3) to be chosen 
by those members of the Trade who are not members of such 
Association, by a method to be approved by the Administrator. 
No member of the Trade shall have more than one member on 
the Divisional Code Authority. 

(b) Only those members of the Trade shall be allowed to 
vote in the election of members of the Divisional Code Auth- 
ority who sign or shall have signed a statement of assent and 
compliance to this Supplemental Code and the General Code. 

(c) The terms of office of members of the Divisional Code 
Authority and the method of electing their successors, whether 
for full new terms or for unexpired terms shall be established 
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Nominations of NEWA Executive Comittee 
for Eight Association Members of the 
Divisional Code Authority 


J. L. BucHANAN 
General Electric Supply Corp., Bridgeport 


B. W. CLARK 


Westinghouse Elec. Sup. Co. New York 


G. E. CULLINAN 


Graybar Electric Co. New York 


F. R. EIsEMAN 
Revere Electric Co. Chicago 
N. W. GRAHAM 


Graham-Reynolds Elec. Co. 


L. L. Hirscu 
Electrical Supply Co. 


H. O. SmitrH 


Los Angeles 


New Orleans 


The Hardware & Supply Co. Akron 
E. Donatp Toes 
165 Broadway New York 











in the by-laws of the Divisional Code Authority, subject to 
the approval of the Administrator. 

SECTION 2. The Divisional Code Authority shall have the 
following duties and powers in addition to those prescribed in 
the General Code. 

(a) To appoint a Trade Practice Committee, which shall 
meet with the Trade Practice Committees appointed under 
such Codes as may be related to the Trade, except other Sup- 
plemental Codes to the General Code, for the purpose of for- 
mulating Fair Trade Practices to govern the relationships be- 
tween production and distribution employers under this Sup- 
plemental Code and under such others, to the end that such 
Fair Trade Practices may be proposed by the Administrator 
as an amendment to this Supplemental Code and such other 
Codes. 

(b) To appoint in each Electrical Wholesale District, as 
determined by the Divisional Code Authority subject to the 
approval of the Administrator, a Code Commission to assist 
the Divisional Code Authority in administering this Supple- 
mental Code; provided, however, that nothing herein shall 
relieve the Divisional Code Authority of its responsibilities 
as such. 

(c) To organize, elect officers, hire necessary employees 
and perform such other acts as may be necessary for the 
proper administration of this Supplemental Code. 

(d) To adopt by-laws, rules and regulations for its pro- 
cedure. 

(e) To use such trade associations and other agencies as 
it deems proper for the carrying out of any of its activities 
provided for herein; provided, however, that nothing herein 
shall relieve the Divisional Code Authority of its duties and 
responsibilities under this Supplemental Code, and that such 
trade associations and agencies shall at all times be subject to 
and comply with the provisions hereof. 

(f) To obtain from members of the Trade such informa- 
tion and reports as are required for the administration of this 
Supplemental Code. In addition to information required to 
be submitted to the General Code Authority and to the Divi- 
sional Code Authority, members of the Trade subject to this 
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Supplemental Code shall furnish such statistical information 
as the Administrator deems necessary for the purpose recited 
in Section 3 (a) of the Act to such federal and state agencies 
as he may designate; provided that nothing in this Supple- 
mental Code shall relieve any members of the Trade of any 
existing obligation to furnish reports to any government 
agency. No individual report shall be disclosed to any other 
member of the Trade or any other party except to such other 
government agencies as may be directed by the Administrator. 


Section 3. Nothing contained in this Supplemental Code 
shall constitute the members of the Divisional Code Authority 
partners for any purpose nor shall any member or members 
of the Divisional Code Authority be liable in any manner to 
anyone for any act of any other member, officer, agent, or 
employee of the Divisional Code Authority. Nor shall any 
member of the Divisional Code Authority, exercising reason- 
able diligence in the conduct of his duties hereunder, be liable 
to anyone for any action or omission to act under this Supple- 
mental Code, except for his own wilful malfeasance or non- 
feasance. 

Section 4. If the Administrator shall determine that any 
action of the Divisional Code Authority or any agency there- 
of, may be unfair or unjust or contrary to the public interest, 
the Administrator may require that such action be suspended 
to afford an opportunity for investigation of the merits of 
such action and for further consideration by such Divisional 
Code Authority or agency, pending final action, which shall 
not be effective unless the Administrator approves or unless 
he shall fail to disapprove after 30 days’ notice to him of in- 
tention to proceed with such action in its original or modified 
form. 

Section 5. It being found necessary, in order to support 
the administration of this Supplemental Code and to maintain 
the standards of fair competition established by this Supple- 
mental Code and to effectuate the policy of the Act, the Divi- 
sional Code Authority is authorized, subject to the approval 
of the Administrator : 


(a) To incur such reasonable obligations as are necessary 
and proper for the foregoing purposes and to meet such obli- 
gations out of funds which may be raised as hereinafter pro- 
vided and which shall be held in trust for the purpose of this 
Supplemental Code; 

(b) To submit to the Administrator for his approval, sub- 
ject to such notice and opportunity to be heard as he may deem 
necessary: (1) an itemized budget for its estimated expenses 
for the foregoing purposes, and (2) an equitable basis upon 
which the funds necessary to support such budget shall be 
contributed by members of the Trade; 

(c) After such budget and basis of contribution have been 
approved by the Administrator, to determine and secure equit- 
able contribution as above set forth by all such members of 
the Trade, and to that end, if necessary, to institute legal pro- 
ceedings therefor in its own name. 

(d) Each member of the Trade shall pay his or its equitable 
contribution to the expenses of the maintenance of the Code 
Authority, determined as hereinabove provided, and subject 
to rules and regulations pertaining thereto issued by the Ad- 
ministrator. Only members of the Trade complying with the 
code and contributing to the expenses of its administration as 
hereinabove provided, unless duly exempted from making such 
contributions, shall be entitled to participate in the selection 
of members of the Code Authority or to receive the benefits 
of any of its voluntary activities or to make use of any emblem 
or insignia of the National Recovery Administration. 

(e) The Divisional Code Authority shall neither incur nor 
pay any obligation in excess of the amount thereof as esti- 
mated in its approved budget, except upon approval of the 
Administrator; and no subsequent budget shall contain any 
deficiency item for expenditures in excess of prior budget 
estimates except those which the Administrator shall have so 
approved. 
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ARTICLE IV—TRADE PRACTICES 
Supplementing Article VII of the General Code 


SECTION 1. It shall be an unfair trade practice for any mem- 
ber of the Trade to quote a lump sum price unless such quota- 
tion shows the price of each item and unless the total equals 
the sum of all the items. 

SECTION 2. Quantity discounts shall be computed on the 
basis of the quantities shipped and/or billed to a single buyer 
at one time; provided, however, that when a wholesaler’s stock 
of an item is not sufficient to make a complete shipment a sec- 
ond shipment may be made from the wholesaler’s or a manu- 
facturer’s stock, and the quantity discounts computed on the 
basis of the original order. 

SEcTION 3. It shall be an unfair trade practice for any mem- 
ber of the Trade to deliver merchandise to any customer 
beyond the metropolitan area of the city within which the 
distributor is located without making a charge equal to that 
made by a common carrier for the said delivery; provided, 
however, that transportation costs may be equalized by any 
individual member of the Trade acting independently as be- 
tween recognized wholesaling centers. Where necessary, the 
Divisional Code Authority at the request of the Code Com- 
mission, subject to the approval of the Administrator, shall 
define the metropolitan areas within a district. 

SECTION 4. It shall be unfair trade practice to ship any 
goods on consignment except products of manufacturers 
whose general plan of distribution is by consignment and not 
by sale for resale, and except where the Divisional Code 
Authority under unusual circumstances may allow. 

Section 5. It shall be an unfair trade practice to accept 
returned goods after 60 days from the date of shipment, or 
to accept returned goods within such 60 day period, without 
making a service charge at least equal to the seller’s cost of 
handling the same; provided, however, that this section shall 
not apply: (a) if the occasion for the return is the fault of 
the member of the Trade; or (b) if such credit is made on 
account of insolvency or financial embarrassment of the cus- 
tomer and is reported to and approved by the Divisional Code 
Authority; or (c) to the extent that this Section may conflict 
with the law of any State. 

SecTIon 6. It shall be an unfair trade practice for any 
member of the Trade to sell any electrical apparatus, appli- 
ances, materials and/or supplies sold for use in connection 
therewith (except radio apparatus and supplies) governed by 
this Supplemental Code from which the name plate, serial 
number, or any other identifying mark of the manufacturer, 
if any is customarily attached, has been effaced or removed. 


Section 7. It shall be an unfair trade practice for any 
member of the Trade to employ subterfuge, directly or indi- 
rectly, to avoid or attempt to avoid the provisions of this Sup- 
plemental Code or the purposes and intent of the National 
Industrial Recovery Act, which are to increase employment, 
provide better wages, promote fair competitive methods, bet- 
ter business conditions, and promote the public welfare. 

SECTION 8. It shall be an unfair trade practice for a mem- 
ber of the Trade to grant to a customer a discount for cash 
at a percentage greater than the percentage of discount for 
cash received by such member of the Trade on the same mer- 
chandise, or to allow extra discounts for anticipation of pay- 
ment, or to allow a discount for cash on accounts remaining 
unpaid after the 10th of the calendar month following date of 
shipment, or to grant any discount for cash where payment 
is made by warrant, note or trade acceptance. 

SEcTIon 9. It shall be an unfair trade practice to pay or 
absorb any charge for sales promotion material of any nature 
furnished by the manufacturer through the medium of the 
wholesaler to the dealer; provided, nothing contained herein 
shall prohibit bona fide cooperative advertising. 


ARTICLE V—PERMISSIVE TRADE PRACTICES 

Section 1. In any Trade area, if a majority in numbers 
and volume of all known members of the Trade in said Area 
vote in favor of establishing uniform operating hours, such 
a schedule of uniform operating hours may be recommended 
through the Divisional Code Authority to the Administrator 
for approval. After approval of the Divisional Code Auth- 
ority and the Administrator, after such notice and hearing as 
the Administrator may prescribe, said uniform hours shall be 
binding upon all members of the Trade in such Trade Area. 


ARTICLE VI—MODIFICATION 
This Supplemental Code and all the provisions thereof are 
expressly made subject to the right of the President in accord- 
ance with the provisions of Subsection (b) of Section 10 of 
the National Industrial Recovery Act from time to time to 
cancel or modify any order, approval, license, rules or regula- 
tions issued under Title I of said Act. 


ARTICLE VII—EFFECTIVE DATE 

This Supplemental Code shall become effective on the 10th 
day after its approval by the Administrator, and thereupon 
the provisions of the Code of Fair Competition for the Indus- 
trial Supplies and Distributing Trade shall become inapplica- 
ble as to any activities of members of the Electrical Whole- 
sale Trade as hereinbefore defined, which are covered by this 
Supplemental Code. 





Lump Sum Bidding—not permitted. Quotations 
must show the price of each and every item. 


Split Shipments—not permitted. Discounts must 
be computed on the basis of quantities shipped 
and/or billed to a single buyer at one time. 


Free Deliveries—not permitted. Charges equal 
to that demanded by a common carrier must be 
made for delivery of merchandise beyond local 
metropolitan area. This area will be defined 
through the Code authority by the Code Com- 
mission. “Transportation costs may be equalized 
as between recognized wholesaling centers.” 


Consignments—limited. Only products of manu- 
facturers whose general plan of distribution is 
by consignment may be consigned to customers. 





Summary of Trade Practice Provisions 


Returned Goods—A(fter sixty (60) days not per- 
mitted. Goods returned within sixty (60) days 
without fault of wholesaler or manufacturer shall 
be accepted only upon payment by the customer 
of a handling charge based on the wholesalers cost 
for the service. 


Cash Discount—limited. None to be given for 
payment after 10th of month following shipment. 
No greater discount to be given than allowed by 
the manufacturer of the product. 


Sales Promotion Material—Cost not to be ab- 
sorbed. Cost of sales promotion material fur- 
nished by the manufacturer through the medium 
of the wholesaler to the dealer must not be 
absorbed. 
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lt Pays to Concentrate on 


Logical Retail Outlets 


Merchandising methods of a metropolitan appliance distributor who has found that 
profits are determined by the quality rather than quantity of his dealer accounts 


By E. D. STORY 


Vice-president, Viking Products Corp., 
New York City 


HEN we wholesalers stop 

concentrating on the job of 

making salesand give the prop- 
er attention to building business, we 
will be a great deal better off. In the 
last few years, especially, we have been 
consumed with a burning desire for 
new outlets as the only apparent solu- 
tion to a declining volume. Conse- 
quently we have jumped hungrily at all 
new accounts. This policy has inevi- 
tably resulted in a thinning out of busi- 
ness with its attendant losses, high 
selling and servicing costs and a variety 
of expensive difficulties. And in the 
meantime, we have forgotten, or at least 
we failed to consider, that a better and 
more permanent answer to our diffi- 
culties might lie in the more intensive 
development of our better accounts that can really sell. 

Yes, it pays to concentrate on logical outlets. We have 
over 800 dealers within a radius of 60 miles of New York 
City and they include chiefly electrical stores, hardware 
stores with electrical departments, and stores that feature 
radio but carry a representative line of electrical appli- 
ances as well. In the whole 800, I do not believe that 
there are more than half a dozen drug stores and these 
are of the up-to-the-minute style. We have stayed clear 
of the myriad other stores that have taken on a few elec- 
trical appliances to try to bolster up a shrinking business. 
The amount of time, effort, and money that is spent in 
developing a poor volume in these accounts would bring 
in real returns from the “natural” outlets. 

One factor that has enabled us to carry out this policy 
without difficulty is our method of compensating our 
salesmen. Every one of our men is on a straight salary. 
Readjustments are made every quarter on the basis of 
past performance so that every man feels that he is get- 
ting full compensation for his efforts. At the same time, 
we have removed his urge to take every order that he can 
get his hands on. The tendency of the average commis- 
sion man is to oversell his dealers. This means returned 
goods and loss of confidence in the house and the sales- 
man. Our men are thoroughly familiar with our sales 
policies and since their salaries are based on their success 
as measured against those policies, they have every incen- 
tive to promote them. 

This is further accentuated by the fact that most of 
our salesmen come from within our organization. We 
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start young men at about $100 a month 
and give them two years of experience 
before they start out to sell. They be- 
gin in the warehouse where they become 
familiar with the products that we han- 
dle. Then they advance to the order 
department and from there move on to 
collections. In this latter post, they 
become familiar with the “headaches” 
of the business. This is valuable in 
their later experience as salesmen for 
it teaches them the importance of “‘care- 
ful” selling. Then they go out to the 
job of sales promotion. This brings 
them into contact with the dealer and 
his problems and gives them experience 
in helping the dealer to move goods. 
After this preliminary work, we think 
that they are ready to go out and sell. 
In lieu of this training, we would insist on five years of 
selling experience in the field. 

There is another logical reason why we want our out- 
side men to grow up with us. We are following the pol- 
icy, and I believe that it is definitely indicated by current 
trends, of taking on exclusive distribution of the products 
of medium-sized organizations. We want to play a part 
in building their business. We want to grow with them. 
These arrangements are made on a fair quota basis with 
no financial tie-in. I believe that the latter is an im- 
portant point as such a connection interferes with the 
primary job of selling. This policy tends to give us stable 
lines and the men can well afford to spend considerable 
time learning all the details about the products and the 
market. Quite naturally, this makes them better sales- 
men, 

Aside from any inherent advantages that this arrange- 
ment may present to the electrical wholesaler, he is being 
forced to take such a step by many of the large manu- 
facturers. As soon as a retailer works up a large volume 
of business he begins to look for correspondingly large 
discounts. Some manufacturer then steps in and sug- 
gests a wholesaler’s status and the first thing you know, 
one of your best customers has become a competitor, re- 
gardless of any wholesale qualifications. All of your 
good work in building up the dealer has not only gone for 
nothing but it has actually been the cause of your losing 
a good account. The wholesaler has to take some action 
against this unnatural and unfair situation and the plan 
of exclusive distribution for a medium-sized company 
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seems to us to be the best answer to this vexing problem. 

I say this with the full realization that our own case is 
somewhat parallel. We evolved from our early activities 
as a sign manufacturer through a lamp agency ; then fan 
rentals which soon grew into a selling job, until finally 
our business became large enough to warrant wholesale 
recognition. All of this, however, does not blind me to 
the fact that this policy fosters demoralizing competition, 
especially in metropolitan areas where the situation offers 
plenty of normal difficulties. 

The manufacturers and the wholesalers, too, would do 
well to recognize that a cosmopolitan center such as New 
York, for example, presents as many different selling 
problems as there are different kinds of people in busi- 
ness. It is just as if you took sections of various coun- 
tries and dropped them in a metropolitan area and then 
erected wire screens around each one. The people inside 
these inclosures do business according to the code of 
ethics which prevailed in the country of their forebears 
and every code is different. Of course, the NRA codes 
have helped to stabilize this situation somewhat but it 
is difficult to change habits of thought and action over- 
night. 

Familiarity with these problems is one more of the 
many advantages which the wholesaler has to offer the 
manufacturer in the promotion and distribution of his 
products. The wholesaling function must be taken care 
of and the manufacturer does not have the organization 
or the experience to handle the job. Furthermore, it is 
economically unsound for him to perform the wholesaler’s 
service. 

There is evidence to this effect today in the tendency 
of some manufacturers to sell large industrials direct, 
thus eliminating the wholesaler and contractor. The rea- 
son given for this action is that the wholesalers and the 
contractors do not have the men to properly handle this 
type of selling. But there is no indication that they would 
refuse to put the necessary men on if they were given the 
job of developing the business. The result of the direct 
selling policy seems to have been merely a cut in the profit 
rate and a rise in the price. 

We believe in giving the manufacturers plenty of co- 
operation in sales promotion with the dealers but confine 
our efforts largely to the job of seeing that the material 
offered by the manufacturer to help sell his products is 


constantly and effectively used. We maintain a man in 
the organization who has as his sole job the task of taking 
the manufacturer’s plans and working them out with the 
dealers. This means that every dollar of the money which 
the manufacturer spends on sales promotion is actually 
used to that end. There is no waste as far as our territory 
is concerned. This is gratifying to the manufacturer and 
makes him feel that he wants to expand his aid to the 
dealers still more. 

The dealers are equally appreciative. They want to 
take advantage of every sales aid that is offered to them 
but are sometimes at a loss as to just how to proceed. A 
little help in getting started is just what they have been 
looking for. When they begin to see results from this 
activity, they become confirmed believers in such efforts. 
The result is more effort along this line in the future and 
consequently more business for the dealer and for us and 
a cementing of our business ‘relationship. 

Of course, if it helps the manufacturer and the dealer, 
it must help us. So the expenditure is more than justified 
from every angle. 

We supplement this material of the manufacturers with 
two sales helps of our own. We have an arrangement 
with a window dressing service which calls for the com- 
plete changing of every dealer’s window twice a year. 
This costs us about $3.00 a dealer and it is well worth 
the small expenditure. We also maintain a demonstrator 
who is available to any dealer without charge. Of course, 
her time is apportioned where it will do the most good 
and she is not sent anywhere unless sales warrant the 
effort. 

Our experience with cooperative distributor-dealer ad- 
vertising plans has led us away from this type of dealer 
help. There is so much opportunity for misunderstand- 
ing and so many difficulties seem to arise, thus jeopard- 
izing the entire business relationship, that the disadvan- 
tages outweigh the advantages, or so we have come to 
believe. 

In the final analysis, the success or failure of the dealer 
will depend largely upon the dealer himself. If he has 
been careful to choose a good location ; if he is willing to 
work hard and give plenty of service; if he is honest and 
has been careful to make the right connections, he has 
planted his feet on the high road to success. 

These are the kind of dealers that (Turn to page 54) 





Appliance display room of the Viking Products Corp., 330 West 42nd St., New York City 


SEPTEMBER, 1934 








Compact Warehouse Layout ! 
of the 


ATLANTIC ELECTRICAL SUPPLY CORP. 
Richmond, Va. 


i 
% 

x 
ks 
re 
by 








- 


a 





" . 3 
‘ ‘ ‘ 

The display board in front of the counter reminds the | 

contractor of needed items and aids in pushing profitable * 

items. For instance, many contractors skin wire with a ° 

pocket knife, but they will buy pliers made for this pur- View of supply counter. Radio supplies are kept in the shelves at the 

pose when they see them displayed on the board. A dis- right. Electrical supplies at the left. Special shelves with small compart- 

play of colored and mirrored switch and receptacle plates ments are seen on the electrical supply side. These contain small fittings 

encourages the contractor to sell the more expensive in bulk. Partial view of display board, commercial fixtures and reflectors 

grades to his customers. is seen in the foreground. 
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Fixtures are wired in 
the shop directly 
back of the fixture 
department, shown 


in the floor plan. 
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View from the counter 
showing commercial, 
flood and spot lights. 
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eeping Abreast of the Times 


Changing trends in the merchandising field are compelling the sales- 
man of the electrical wholesaler to change his thinking and his habits 


By J. C. SCHMIDTBAUER 


Northwestern District Manager 
Westinghouse Electric Supply Co. 


OT so years ago our most important 

accounts consisted of power companies, indus- 

trials and contractor dealers. Our profit was 
realized from the sale of wire, conduit, transformers, 
meters, schedule materials, etc. \We were then in the 
jobbing business. And the life of the jobber was not 
too complicated. 

And then what? For many years, it was common 
knowledge, from the manufacturer’s experience in mak- 
ing electric flat irons, that a certain type of wire would 
resist the passage of electric current through it to the 
point where heat was given off sufficient to cook food. 
A few of the more venturesome jobbers stocked this new 
creation—the electric range. But the volume on this 
device didn’t materially affect the profit side of the 
ledger. And then, lo and behold, along comes an up- 
start industry which invades the sacred portals of the 
electrical manufacturer. The automobile industry built 
a new-fangled contrivance to which they attached, as 
the power unit, an electric motor and called the thing 
an electric refrigerator. Complication No. 1: The elec- 
trical wholesaler now dealt with not only the electrical 
manufacturer, but also the automobile manufacturer. 

In the meantime, a host of smaller electrical appli- 
ances came on the market. The result was, of course, 
that the jobber found himself in a new type of business 
—the business of selling devices for use in the home. 
The merchandising business had two effects upon him: 
1—Ingenious promotional-minded talent imported by 
the manufacturers, decided the name jobber was too 
proletarian and he became an electrical distributor ; 2— 
His salesmen, as a result of the same talent, were sup- 
plied with bright-colored portfolios to present their story. 

The jobber, or electrical distributor, because of his 
former training and experience, decided that merchan- 
dise of the character he was handling would regularly 
flow through two channels: the merchandising depart- 
ments of electric utilities and contractor dealers. 

This brings us to Complication No. 2. For many 
years the electrical contractor was convinced that the 
electrical appliance business belonged to him—that he 
had a certain priority claim to this class of business. 
The jobber was inclined to believe he was correct in 
this contention. Didn’t he represent the channel through 
which much of this wire, conduit and other similar 
staples flowed ? 

Most certainly —and besides he was a darn good 
friend. Our salesmen could go in his store or shop, sit 
down beside him at the desk, prop his feet up higher 
than his head (for clearer thinking purposes) and thumb 
through the 25-pound catalogue in an effort to supply 


many 


*From a paper presented at the 36th annual meeting of the 
National Electrical Credit Association, held in Chicago on 
July 19. 
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the contractor’s needs. What difference did it make that 
the store was located on a side street, or that the so- 
called window display hadn’t been changed or dusted in 
six months, or that the windows themselves hadn’t been 
washed in a similar period, or that the inside of the store 
resembled a machine shop with motor housings, arma- 
tures, gears, etc., scattered around. Hadn’t the electrical 
manufacturer, through national advertising and promo- 
tional effort created a market for his merchandise? 
Well and good, this being so, it would ‘be necessary for, 
at least a goodly portion of the public, to contact Mr. 
Contractor Dealer for this merchandise—since he repre- 
sented the only channel for procuring these devices, 
with the exception of the utility. 

However, the public has a tendency to decide these 
things for itself. The public came to the conclusion that 
these devices were merchandise first and electrical after- 
wards. Therefore, we find the progressive department 
store, furniture store, specialty outlet, jewelry shop, 
general store, implement dealer (in rural areas), auto- 
mobile dealer and a host of others finding it profitable 
to stock this merchandise. And this leads us to Com- 
plication No. 3. We now find ourselves faced with the 
necessity of carrying hundreds of accounts on our books 
which weren’t there 15 years ago. And they represent 
profitable accounts which are entitled to the same service 
and courtesy which we always have extended our strictly 
electrical accounts. 

And the fourth complication is represented in our 
sales organization. With this change in purchasing hab- 
its on the part of the public, we are forced to change the 
thinking and habits of our salesmen. This is probably 
our most difficult problem. If, after a salesman has 
worked a territory for 10 or 15 or more years, you don’t 
think it is difficult to get him to change his habits and 
call on these new channels, just try it some time. But 
change he must, if we are to properly contact these new 


channels. 


ES, indeed, the picture has changed and our work as 

wholesalers in this industry has become quite compli- 
cated. But despite the fact that we have been assigned 
new and fanciful names by the promotional experts, the 
fact remains that we are still in the jobbing business. 
We are not going to desert our first love for this new 
type of merchandise business. Now, more than ever 
before, we need a balanced business—a business that 
divides itself up fairly equally between merchandise 
items, non-merchandise items and lamps. But we must 
recognize the changing trend in our newest child, the 
merchandise field. To do this we need the help of the 
credit men, and a deeper, broader understanding of the 
problems involved, so that we, of the sales department, 
may do a better job of exploiting these new channels. 
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Better Lighting Pays Its Way 


In Industrial 


Plants 


Wholesalers’ salesmen selling lighting equipment will find 
many effective selling arguments in this summary of produc- 
tion gains resulting from improved lighting in industrial plants 


By L. A. S. WOOD 


Manager, Lighting Division 
Westinghouse Electric & Mfg. Co. 


ECAUSE better illumination 
B does cut costs, increase effi- 

ciency, reduce accidents and 
establish better working conditions, 
lighting in industrial plants every- 
where will probably be revolutionized 
in the next few years. At present 
industrial lighting averages less than 
five foot candles, one survey of 2000 
industrial plants even averaging be- 
low three, as compared with the safe 
minimum of 10 foot candles. Indus- 
try is awakening to advantages of 
better lighting as a result of recent 
developments in lighting and many 
industrial lighting surveys. The fol- 
lowing are only a few examples of 
many instances where proper illumi- 
nation definitely increased produc- 
tion. 


Production Increased 25 Per Cent 

One of the most conclusive proofs 
that good lighting pays its cost is fur- 
nished by a national piston company. 
This plant was inadequately lighted 
and the local power company induced 
them to make a lighting test. The 
president reports that at the begin- 
ning of the test the plant was run- 
ning at about 70 per cent capacity 
with a lighting intensity of 1.2 foot 
candles. In one department the light- 
ing was stepped up to 6% foot-can- 
dles and production increased 13 per 
cent. Then it was further increased 
to nine foot candles and an additional 
4.9 per cent increase was obtained. 
Finally the lighting was increased 
to 14 foot candles and production 
jumped another 6.9 per cent. In all, 
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the lighting of 14 foot candle intens- 
ity increased production 25.8 per cent 
over the old installation. 


20 Foot Candles Boost Inspection 
Speed 

In the inspection department of a 
large roller-bearing manufacturer a 
thorough test of the effectiveness of 
light in increased production was 
made. The original system of light- 
ing provided five foot candles at the 
inspection table. The number of 
pieces inspected per hour per oper- 
ator was 408. When the new light- 
ing installation providing 20 foot 
candles was in operation, production 
jumped to 458 pieces per hour per 
operator—an increase of 12% per 
cent. This intensity was maintained 
for two weeks, then decreased to 13 
foot candles, and immediately pro- 
duction dropped to 440 pieces per 
hour per operator. When it was later 
set back to 20 foot candles produc- 
tion increased to its peak. 


Adequate Lighting Pays 

In a hosiery plant proper illumina- 
tion was installed and immediately 
production of knitting machines 
jumped 10.8 per cent and of looping 
machines 6.1 per cent. The cost of 
the installation was only four-tenths 
of one per cent and the operating 
cost one-tenth per cent of the yearly 
payroll. 

In the composing room of a large 
register company the lighting was 
old-fashioned, inadequate and spotty. 
Men at work setting type were slow 
and errors were common. The man- 
agement consulted a lighting spe- 
cialist and he recommended an en- 
tirely new system with modern equip- 
ment and Mazda lamps of proper 


size. After the new installation was 
made a careful check was kept; pro- 
duction increased six per cent and 
only 20 cents per day was added to 
the light bill. 

In a plant operating a battery of 
wire drawing machines a haphazard 
system of drop cord was replaced 
with a scientifically planned overhead 
system. Immediately the output of 
the machines was increased 21 per 
cent. 


Proper Lighting Reduces Labor 
Turnover 
A manufacturer of automobile 
parts reports that after installing a 
new lighting system which increased 
lighting intensity 133 per cent, labor 
turnover dropped from 6.37 per cent 
per month to 2.78 per cent per month. 
In addition, work was speeded up 
enough to completely pay for the in- 
stallation in 18 months. 


10 Foot Candles Required 

The development of the light meter 
which is a portable compact means of 
measuring lighting intensities, makes 
it possible to easily and accurately 
check the intensity of light provided 
by artificial illumination in industrial 
plants everywhere. Illumination re- 
search laboratories have discovered 
by actual test that wherever eyes are 
used for work that 10 foot candles is 
an absolute minimum. Further tests 
have also revealed that working un- 
der intensities less than 10 foot can- 
dles causes not only severe eye strain 
but results in fatigue, sleepiness, 
nervousness, headaches, indigestion, 
etc. Glare from light sources in the 
line of vision, reflections from glossy 
surfaces and uneven distribution of 
light are also features which con- 
tribute to this condition. 


"As a Man Sees, So Does He Work" 

As a general promise to a new 
lighting approach to industry, West- 
inghouse is making three definite 
recommendations: (1) increase in- 
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tensities, (2) abolish glare, 
vide uniform distribution. 

Adequate lighting is a working 
tool in any plant. The importance is 
best summed up in an adaptation of 
a well known adage “As a man sees, 
so does he work.” 

Industry has spent tens of thou- 
sands of dollars in developing ma- 
chines of greater efficiency, but the 
most delicate machine is not half as 
sensitive as the operator. And when 
conditions are such that it is difficult 
to see, when surroundings are dark 
and gloomy, operators cannot be ex- 
pected to get the most out of ma- 
chines. Production suffers. Costs 
increase. Accidents increase. 


Better Lighting, Better Work 

Other important considerations are 
the new industrial codes under which 
industry is working. Shorter work 
days and shorter work weeks have 
necessitated the addition of more 
shifts and the employment of more 
men. Better illumination enables em- 
ployers to get a greater volume of 
work and greater accuracy from each 
employe under the shorter hours and 
perhaps increased pay. 

But not only does better lighting 
mean increased production, it also 
means better work. Employes can 
see better, but equally important they 
have a more inviting, improved work- 
ing condition and plant atmosphere. 
A dark, gloomy plant is depressing to 
workers and they cannot be expected 
to do their best in surroundings of 
this character. Better light will in- 
crease the morale of the entire staff 
to a pitch which assures good work, 
high efficiency. Also, workers are 
more dependable in well-lighted 
plants, and more satisfied to stay on 
the job—therefore, labor turnover is 
substantially reduced. 


All Space Used 


Another important advantage of 
modern lighting in industry is that it 
makes all space available for active 
production. With spotty and inade- 
quate illumination there is a large 
percentage of modern plant floor area 
which is dark and useless for actual 
production, The machinery and pro- 
duction line must be grouped close 
to existing lighting units, leaving 
large areas which are useful only for 
storage and: other non-productive 
purposes. These areas can be trans- 
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formed immediately through installa- 
tion of modern lighting to useful 
productive activity. Machinery can 
be arranged for efficient production, 
and in many cases more machinery 
and men can be employed in a given 
plant area. Also, in a plant where 
dark corners and_ out-of-the-way 
spots exist, there exists the oppor- 
tunity for workmen to seek these 
spots for idle, unproductive moments. 


Lessens Accidents 


Improved lighting also means de- 
creased accidents. Workmen who 
can see danger rather than merely 
sense it are less likely to be involved 
in accidents. And accidents in addi- 
tion to their regrettable nature cost 
industries large sums of money year 
after year. 

One of the most interesting de- 
scriptions of the relationship between 
lighting and accidents is found in the 
Code of Lighting prepared under the 
direction of the Illuminating Engi- 
neering Society. 

This report points out that the Na- 
tional Safety Council estimates that 
the number of fatalities in the United 
States arising out of or in the course 
of gainful employment was 24,000 
for the year 1928, and that during 
the same period the lost time non- 
fatal accidents reached the stagger- 
ing total of 3,125,000. The report 
also points out that a prominent in- 
surance company admits a warrant for 
assuming that defective vision and 
deficient or unsatisfactory lighting 
installations are contributing factors 
of 18 per cent of these accidents. 
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This means that from these causes 
industries are being deprived of the 
equivalent of the services of 35,000 
men throughout each entire year due 
to lost time because of non-fatal ac- 
cidents. This is indeed a high price 
to pay for neglect of light and vision. 
Quoting further from this report 
it is discovered how from a dollars 
and cents standpoint accidents cause 
industry thousands of dollars a year. 
“Compensation insurance  pre- 
miums for a plant are based on the 
amount of the payroll, and the rate 
is determined by the accident expe- 
rience of a given industry, modified 
by the experience of a particular 
plant under consideration. With a 
rate of 1% per cent the annual pre- 
mium in the case of 1,000 employes 
at an average wage of $40 per week 
would be 31.200. * * * The impor- 
tant point is that the cost of accidents, 
due to poor illumination, greatly ex- 
ceeds the cost of adequate lighting.” 
From the foregoing facts it is 
readily evident why industry is tak- 
ing a definite step toward revolution- 
izing industrial lighting standards. 
The lighting industry for years 
has had the equipment to make pos- 
sible illumination as now recommend- 
ed. But it has only been recently that 
any one has full appreciated the inti- 
mate relationship between light and 
sight and human efficiency. Now that 
the facts are known, and that elec- 
trical manufacturers are taking steps 
toward disseminating this knowledge, 
it will be interesting to observe how 
quick industry will be in establishing 
the new standards as recommended. 


RLM reflectors, closely spaced and mounted ag over assembly lines, speed up the 


production of radio c 


assis. 
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Sounp management has en- 
abled this small and efficient dis- 
tributor to show a consistent increase 
in sales each month since the business 
started from scratch two years ago 


E. S. Johnson, salesman; Guy B. Paine, owner; Mrs. Roberta K. Ballard, 
credits, and Frank Hood, counter man, comprise the organization of the 


Portland Radio Supply Co. 


Parts Wholesaler Builds Business 
Around Radio Tubes 


Vi HAT success we have attained since this 

business was started in 1932,” says Guy B. 

Paine, owner of the Portland Radio Supply 
Co., Portland, Ore., “may be laid to no more than two 
or three main factors. First among these comes close 
buying. By that I mean restricting quantities and buy- 
ing often. Even on standard lines we maintain a very 
low inventory, thereby getting all the turnover possible. 

“Situated as we are, in the Pacific Northwest, and 
from two to three thousand miles from the bulk of our 
suppliers, two or three weeks perhaps being required 
from the time of ordering to receipt of goods, this may 
seem almost impossible. It is true that we cannot work 
this out as closely as the Middle West and Eastern dis- 
tributors but, by paying everlasting and close attention 
to the buying end, we can arrive at an approximation of 
their conditions. 

“The second factor is our distributorship for Tung- 
Sol tubes for the state of Oregon and the southwestern 
portion of Washington. It is necessary to have some 
good, standard specialty, of large volume, and good mar- 
gin to build around. It furnishes the means to get that 
old principle in all lines of jobbing and distribution to 
working, namely,—get ’em to coming to you. 

“We have some 500 dealers on our active list, and 
tubes on the consignment basis provided by the manu- 
facturer are not only themselves moving with regularity, 
good times and bad, but they originate orders and in- 
quiries for other lines of products. 

“Finally, it seems necessary now, as always, to fre- 
quently have a price incentive to motivate business. The 
distributor does not need to be a confirmed price cutter, 
to get business in volume. Neither, in view of the price 
hunting proclivities, or perhaps necessities, of the trade 
in the past two years, is it wise to hew continually to 
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the one price never varying policy. Therefore, while 
we do not cut on the standard and fast moving lines, 
when I do get a line, or a type or size that does not move 
readily, and which I intend to discontinue, I do not hesi- 
tate to get it off the shelves with as little delay as pos- 
sible, and via the special price list or bargain sheet. 
Furthermore, I am on the lookout for special ‘buys’ of 
standard equipment that I can make for the benefit of 
ourselves and our customers and include them also on 
the bargain sheet.” 

This is a small, compact and efficient distributor or- 
ganization, with attractive wholesale store and office and 
a healthy stock of nationally advertised lines for the 
most part. Mr. Paine and one salesman, E. S. Johnson, 
look after the outside selling. Mrs. Roberta K. Ballard 
handles the auditing and credits, and Frank Hood is the 
counter salesman. 

Ever since the business 
was started, it has shown a 
consistent monthly increase. 
While Mr. Paine modestly 
attributes this to the fact 
that they started from noth- 
ing two years ago, and nat- 
urally had to show an in- 
crease to stay in business, 
yet there were many peri- 
ods during the last two 
year stretch when it would 
have been possible to come 
out with a decided slump 
in the curve, if sound man- 
agement and hard work had 
not been back of the enter- 
prise. 
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Letters That Help Our Salesmen 


Carefully prepared sales messages create dealer interest in specific prod- 
ucts and build good will for the distributor in advance of the salesman's call 


UR salesmen never meet strang- 

ers, thanks to our successful 

direct mail advertising. Pros- 
pects, whom our salesmen have never 
called on before, smile and say: 
‘““Maurer-Greusel? Oh, yes, that’s the 
firm that writes us the letters.” 

It is inescapable. The first letter may 
be ignored, or the second and third, but 
in the end, repetition is reputation. 
Through the medium of cold type we 
make warm friends, and always we gain 
recognition. You can send six well 
written letters to any man on a particu- 
lar product you represent and he will 
subconsciously think of you in connec- 
tion with that product thereafter. 

Our letters to customers are not sell- 
ing letters in the sense that we expect 
to send out so many letters and get such and such a per- 
centage of orders in return. Sales letters are used to sup- 
plement the work of the salesman, not to supplant it. 
Letters are our representatives who call on the customers 
to increase good will and create interest in the goods which 
our salesmen will later show them personally. That these 
letters interest the trade is indicated by the number of 
comments we receive. 

Letters like people may be interesting, though provok- 
ing. They may be appealing, or they can be ponderous 
and boring. Our first point in letter writing is to be 
friendly. We’re a chummy lot here. We like most people 
and want them to like us. We have a sense of humor and 
can laugh at a joke or tell one. Our letters suggest this. 
Also, they must leave the impression that serving the cus- 
tomer is a genuine pleasure. Last, but not least, we want 
our trade to know why we believe we are giving them a 
mighty good value for every dollar spent with us. This 
briefly is the spirit we try to express in our sales letters. 

We like direct mail for several reasons. First, the cost 
is controlled by the size of the mailing we choose to send. 
Second, unlike newspaper advertising, every message goes 
to some potential buyer. 

Of course there is competition for the attention of the 
busy reader. He receives perhaps 20 direct mail letters 
daily. He thumbs them over hurriedly. Those with sec- 
ond class postage, he probably decides, are not considered 
of great importance by the sender, and there is an excel- 
lent chance that such mail will go directly into the waste 
basket. 

First class mail is usually read, or at least glanced at, 
even though it may be the reader’s busy day. Though he 
may not read the letter completely it will at least make an 
impression on him. 

Many people who have used direct mail are convinced 
after a trial that it does not pay. This proves nothing. 
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By F. W. GREUSEL 


President, Maurer-Greusel Co. 
Milwaukee, Wis. 


Many people have failed at the grocery 
business, but that does not mean that it 
cannot be made to pay—as Mr. Hill 
who owns 15,000 A. & P. stores will 
testify. 

There are several important factors 
necessary in this type of direct mail 
advertising. First: We must be cheer- 
ful. Usually we open with a bit of 
humor that ties in with our message. 
Of course there is a definite message. 
Glittering generalities do not pay. A 
successful letter is one that applies to 
your firm only. To merely say that you 
have good merchandise at low prices 
and offer service is a waste of time and 
postage. You must tell why that mer- 
chandise is good, why you are able to 
give better value, why you can render 
better service to your customers and prospective customers. 

Take our letter of last June on fans, for instance. The 
first two paragraphs are humorous references to the sum- 
mer heat. Next we have the prediction that old man 
summer is going to stay right with us and that the hot 
spell is only a sample of what is to follow. In other words 
we are showing a need for the product. 

Then we go on to explain that we have a quality fan 
at a popular price, made right here in Wisconsin. We tell 
how these fans were made during the months when the 
thermometer hovered around zero. We remind the cus- 
tomers that the selling price is so attractive that customers 
can be sold the larger and more profitable models. 

In the last paragraph we show not only why the cus- 
tomer should order these fans, but should order a quan- 
tity of them. “In such weather as this the demand for 
fans is always swift and sudden.” 

The customer has now been shown that the fans are of 
good quality, low price, and are needed because of the hot 
weather. 


HERE is, it seems to me, a great deal of mystery and 
confusion about this business of direct mail adver- 
tising. Some men sit down to write a sales letter and in 
thinking of a good letter forget their purpose in writing. 
When the customer has finished reading our fan letter we 
want him to say, “I ought to buy some of these fans,” 
rather than “That was a wonderful sales letter on fans.” 
If you would be successful in writing sales messages 
that go through the mails, then make those messages a 
part of yourself, make them so human and natural that 
the reader can fairly see you talking as he reads. If you 
exercise a sense of humor in your daily life don’t omit it 
in your letters. On the other hand never attempt to force 
humor. But above all else, don’t fail to tell them why 
they should buy. 
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Elmhurst Country Club 
July 26 


The Golf Committee 

Percy Green, H. J. Privat, A. 
Kubec 

Fred Eiseman, D. Scarf, J. Daw- 
son, Art Johnson 

P. |. Pfohl, J. Jacobson, A. Anix- 
ter, J. G. Searls 

C. T. Madsen, A. Boz, R. Moun- 
teer, |. C. Reiff 

R. Mounteer, H. J. Privat 

H. J. Privat, A. E. Tregenza, T. 
J. Egan 

Wm. Weiss, R. C. Bennett, Wm. 
Dougherty, E. Nelson, C. B. Har- 
low 

F. Fuller, H. A. Brown, C. V. 
Dewar, J. H. Letchinger 

M. Van Cleff, Charles Holden, 
G. W. Butler, Van M. Marker 
J. T. McHenry, A. Brown 

A. F. Tregenza, E. Kerns, Riley 
Delano, J. Kopp 

T. J. Egan, C. E. Hembrodt, A. 
Gray, A. J. Chapman 

. W. H. Coleman, J. A. Jaques, 
J. F. Kadic, W. J. Geuder 

F. Schmitz, H. P. Collins, E. A. 
Hakanson, J. P. Hopkins 

. Charles Dubsky, C. J. Maloney, 
Nat Brenner, D. E. Worrell 

. George Albez, J. E. Searles, R. 
Renaud, J. E. Whitfield 

A. |. Appleton, Jr., A. I. Apple- 
ton, W. J. Sampson, H. W. 
Simpson 

. J. Sadler, Emmett Moore, E. M. 
Bull, Jack Gleason 

..F. A. Webster, George Steiner, 
E. Getke, W. Flemming 

H. G. Klein, F. A. Groenke, |. D. 
Glatz, N. J. Driscoll 
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The Plan and 


Scope of the 


Home Modernization Program 


HE Federal Housing Administra- 

tion, James A. Moffett, Adminis- 

trator, has made‘ public the follow- 
ing brief outline of the plan and scope 
of the Modernization Plan now being 
launched throughout the nation: 


“The Federal Housing Administra- 
tion is engaged in carrying out Title | 
of the National Housing Act. The pur- 
pose of this section is to encourage 
widespread repairing and modernizing 
of residential and commercial proper- 
ties. Loans for those purposes will be 
available through commercial, indus- 
trial and savings banks, building and 
loan associations, trust companies and 
other financial institutions authorized by 
the Administration. The Government 
will not make loans to individuals or 
corporations for the improvement of 
their properties but will insure the lend- 
ing agencies against 100 per cent of 
all loss, provided the total of such loss 
does not exceed 20 per cent of the to- 
tal volume of credits advanced. 

“For the specific purpose of repairing 
or modernizing property, the Adminis- 
tration will not require collateral, ex- 
cepting in some cases where the State 
law requires the particular institution 
to lend only on mortgages. This is true 
of some building and loan associations 
and savings banks but the great bulk 
of the loans to be made under this plan 
will be in the form of “character loans”, 
which means that the borrower will get 
his loan solely on the basis of his repu- 
tation and ability to pay. Endorsers 
and comakers will not be needed to se- 
cure such loans. 


“It is to be understood that while the 
Federal Housing Administration is very 
anxious to receive the heartiest coop- 
eration from property owners and the 
public, we want no modernization loans 
made that are not. fully justified on the 
grounds of sound judgment. No pres- 
sure will be put on property owners to 
borrow in order that this program may 
achieve success. The only thought of 
the Federal Housing Administration is 
that where properties are in need of 
repairs or may be made more efficient 
through modernization and where the 
property owner is in a position to re- 
pay the loan we offer practical co- 
operation in making it possible or more 
convenient for him to secure the funds 
needed. 

“Tt is hoped that the owners of com- 
mercial and industrial properties as 
well as home owners will realize the 
advantages of keeping their properties 
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in repair and will take part in the -am- 
paign. It also is to be borne in mind 
that community and néighborhood proj- 
ects of all types will assume a place of 
great importance in our program. 


“It is recognized that many corpora- 
tions and individuals are in a position 
to engage in modernization projects 
without the need of borrowing the re- 
quired funds. We are anxious to have 
all such interests go along with the pro- 
gram in their communities. 


“It is estimated that there are now 
in the United States some 16,500,000 
buildings in need of repair 3,000,000 of 
which require structural repairs. Thus 
the potentialities inherent to the mod- 
ernizing plan are very extensive. It is 
the hope of the Federal Housing Ad- 
ministration to make this program of 
constructive help in the present recov- 
ery effort as well as of lasting benefit 
both economically and socially. 

“Under the National Housing Act, 
the Federal Housing Administration is 
authorized to set up machinery to in- 
sure amortized home mortgages on new 
or existing structures. This part of 
our program, now in preparation, will 
be launched at a later day.” 


Organized Labor Supports Program 


Michael J. McDonough, president of 
the Building Trades Department of the 
American Federation of Labor, has is- 
sued the following appeal to the 1,500,- 
000 building tradesmen of the country 
to get behind the Housing Administra- 
tion: 

“The housing bill proposed by Presi- 
dent Roosevelt is now in effect and 
loans for repair and modernization are 
being made. 


“Under it immense volumes of money, 
the life blood of the building industry, 
now becomes available for the repair 
and modernization of old buildings and 
the erection of new. 


“It carries with it the promise of em- 
ployment so long denied the building 
tradesmen of the country, 80 per cent of 
whom are now idle. 


“During the last five years a short- 
age of not less than 1,000,000-homes 
has piled up. There are 13,000,000 
buildings in need of repairs, 3,500,000 
of which require major improvements 
to make them safe and habitable. 

“In addition there is an enormous 
number of homes in need of moderniza- 
tion and extension. 





The Fish Didn't Enjoy This: Bert Holub, 
sales manager for the Ideal Commutator 
Dresser Co., Sycamore, Ill., gave his 
muscles a workout by pulling up the big 
fellows from the bottom of the Atlantic 


on one of his eastern trips. The young 
fellow in the background is N. T. Leith- 
old of the Adelphia Electric Co., Phila- 
delphia, while the picture was taken by 
C. Neithercott, also of Adelphia. 





“Altogether this constitutes a greater 
volume of work than was required to 
restore the war devastated regions of 
France and Belgium, and once well un- 
der way will provide reasonably steady 
work for years to come. 

“This work has not been done because 
owners and prospective builders entitled 
to loans by every test of character and 
ability to pay have not been able to get 
them. They had, and they have the 
desire to go ahead. They lack cash. 

“The releasing of cash, made possi- 
ble by this new law, should be taken 
advantage of by our people. 

“I therefore suggest that all build- 
ing trade councils arrange for the sys- 
tematic canvassing of their respective 
areas for work to be done. Explanation 
to home owners and prospective home 
builders of the provisions of the law 
under which the necessary money may 
be had on easy terms will undoubtedly 
start many jobs. 

“The details of such canvasses must 
of necessity be left to local bodies to 
arrange in cooperation with other lo- 
cal bodies. Obviously it is work in ex- 
cess of that which local officers can in 
fairness be expected to do well. 


“It is work that every building 
craftsman, employed as well as unem- 
ployed, may properly constitute himself 
a committee of one to attack. Few of 
us but know of at least one job wait- 
ing to be done, perhaps in the control 
of relatives or friends, that we could 
with little effort start. 

“We can be best helped by helping 
ourselves. 

“We can help make the revival of 
building a greater boon to the country 
than was the development of the radio 
in an earlier depressed period.” 
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en You Should Know 


GENERAL THOMAS S. HAMMOND 


Federal Administration Member, 
Divisional Code Authority for the 
Radio Wholesaling Trade 


HE radio wholesaling trade is 
T insee fortunate in having a man 

of the calibre of General Thomas 
Stevens Hammond as the Federal 
Administration’s member of its Di- 
visional Code Authority. He assumes 
his new position with a broad back- 
ground of business, military and gov- 
ermental experience which ideally fits 
him for the duties of umpiring the 
administration of the radio code. 

While he has not previously had a 
direct contact with the radio trade, 
this fact should prove a decided ad- 
vantage. It will permit him to render 
decisions that are free from the bias 
and prejudice that so frequently de- 
velop from years of close association 
with an industry. 

There was some fear that the Ad- 
ministration would select a lawyer, 
economist or “brain truster” for this 
position, a man who lacked the cour- 
age to make decisions and stand firm- 
ly behind them, a man who lacked 
the practical experience of a business 
executive and who was unaccustomed 
to maintaining strict discipline in the 
enforcement of rules and regulations. 
General Hammond’s record, however, 
shows very conclusively that he pos- 
sesses all of these essential qualifica- 
tions. 

Born at Crown Point, New York, 
on October 29, 1883, he prepared for 
college at the Hyde Park High 
School, Chicago, where he was a 
popular member of the football team, 
playing with Walter Eckersall. Go- 
ing from there to the University of 
Michigan, he further developed his 
football prowess under the tutelage 
of Coach Yost and was included 
among the All-American selections of 
several of the leading sports writers. 

General Hammond has a brilliant 
military record. He is now brigadier 
general of the 66th Infantry Brigade 
of the Illinois National Guard and 
was formerly colonel of the 124th 
Field Artillery, 33rd Division, Chi- 
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9 Executive 


and Soldier 


cago. He saw service 
on the Mexican border 
in 1916, and spent 18 
months in France with 
the 149th Field Artil- 
lery Rainbow Division, 
participating in the fol- 
lowing _ operations: 
Luneville Sector; Bac- 
carat Sector; Cham- 
pagne-Marne Defen- 
sive; Aisne-Marne Of- 
fensive ; St. Mihiel Of- 
fensive, Meuse-Ar- 
gonne Offensive, and 
the Army of Occupa- 
tion. He has been dec- 
orated with the Legion 
of Honor by the French Govern- 
ment. 

Turning to his record as a business 
man we find that General Hammond 
has been connected for many years 
with the Whiting Corp., Hammond, 
Ind. (formerly the Whiting Foundry 
Equipment Co.), rising successively 
through the offices of purchasing 
agent, assistant secretary, vice-presi- 
dent and secretary, to his present 
position as president and treasurer of 
the company. He is also a vice-pres- 
ident of the Swenson Evaporator Co. 


OR the past 15 years General 

Hammond has taken an active part 
in trade and business associations. 
He is past president of the follow- 
ing: American Foundrymen’s As- 
sociation; Illinois Manufacturers’ 
Association; National Founders As- 
sociation; Electric Overhead Crane 
Institute; Foundry Equipment Man- 
ufacturers’ Association and Chicago 
branch of National Metal Trades As- 
sociation, and has also served on 
numerous committees of the above 
and similar organizations. 

General Hammond was one of the 
first to be called to Washington by 
the present administration and was 
chief of the NRA Blue Eagle Divi- 


No man connected with the radio in- 
dustry enjoys greater prominence at 
this time than General Hammond, the 
Federal Administration member of the 
radio wholesalers’ Code Authority. He 
has already demonstrated his ability to 
make prompt and fair decisions and 
has indicated that he will not hesitate 
to discipline any who willfully violate 


the Code. 


sion, which administered the Presi- 
dent’s Reemployment Agreement, 
from July until November, 1933. He 
later served as chief of the NRA 
Trade Association Division and is 
now a member of the Chicago Re- 
gional Labor Board and Industrial 
Rehabilitation Committee. 

Shortly after his appointment to 
the radio Code Authority, General 
Hammond had occasion to demon- 
strate his fitness for the post. 

A prominent radio manufacturer 
had protested vigorously against a 
Code Authority ruling. General 
Hammond promptly and firmly sus- 
tained the Code Authority and told 
the objecting manufacturer, in no 
uncertain terms, that the Code had 
been approved by the trade at a pub- 
lic hearing, that it was now law, and 
that he would not hesitate to report 
any willful offenders, regardless of 
their prominence in the industry, to 
the Department of Justice for prose- 
cution. 
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ee Western 


presents an opportunity 








pee over 25 years the large users of fuses have known the 
superior quality of Great Western products. Consequently 
we have built up a sizeable business on renewable cartridge 
fuses and links with transportation companies, large industrials, 
central stations and commercial institutions. Practically every 
user of fuses knows the quality. They know too the progres- 
siveness of the company that sturdily stands behind this supe- 


rior product. 


Today a vast and established fuse and link business heretofore 
handled direct from factory to consumer is to be put through 
the wholesalers whose stability and organization are equal to 
this privilege. 
The Great Western Fuse Company wants 
ON Ly to hear from electrical wholesalers who are 
ON interested in increasing sales and profits. 
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Great Western Fuse Company 


GENERAL OFFICE 
1510 Chrysler Building New York City 
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LA MAR LAG LINKS 


are of special design and are composed of 
a scientifically treated metal. They meet all 
Lag requirements and specifications, and are 
standard and interchangeable. They will 
protect the circuit against dangerous over- 
loads and also from useless shut-downs 
caused by harmless overloads and surges. 
They blow safely and promptly on short cir- 
cuits. They will save you both time and 
money by eliminating unnecessary  shut- 
downs. They are the result of 25 years of 
scientific development and research. 


UNDERWRITERS’ LABORATORIES 
INSPECTED 


All Standard Sizes 
250 volts and 600 volts 
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Butialo Bill 


(William Frederick Cody) 
Born 1846—Died 1917 










America's most popu- 
lar frontiersman and 







Indian scout. He act- 
ed as the "eyes" of 






the Army in many 






Indian wars. 








Colt products have been a part of history-making expe- 
rience during the one hundred years of the Colt Co.'s 
existence. Some of these experiences have been filled 
with drama, others have been non-spectacular. 


Always there has been a steady acceptance of Colt 

products by those who profit by using the best, which, 
as all of us know, pays in the long run. COLT 
NOARK products—be they safety switches, meter 
service switches, motor starters, enclosed cartridge 
fuses, service boxes—are “long run" products, that 
is, the best. 





COLT’S PATENT FIRE ARMS MFG. CO. 


Pioneers of Protection Since 1836 


ELECTRICAL DIVISION HARTFORD, CONN. 


Boston Chicago New York Philadelphia 
Pacific Coast Representative: H. B. SQUIRES CO.—SAN FRANCISCO, LOS ANGELES, SEATTLE 














News of the 


Radio Code 





Explanations of the Code 


The following explanations concern- 
ing the Radio Wholesaling Supple- 
mental Code have been issued by the 
Divisional Code Authority : 

Question: Is a distributor permitted 
to expend more than 2% per cent of his 
sales to an individual dealer, for joint 
cooperative advertising with that deal- 
er, in event the dealer matches the dis- 
tributor’s contribution? 

ANSwER: A distributor may spend as 
much money in joint cooperative adver- 
tising with a dealer as he desires, as 
long as the dealer matches the distribu- 
tor’s contribution; however, the total 
amount of all cooperative advertising 
must not exceed 2% per cent of his 
total net sales to all radio dealers, 
although this amount may be spent with 
one dealer or any number of dealers the 
distributor chooses. In the case of 
manufacturer-distributor-dealer cooper- 
ative advertising, the distributor shall 
not spend more than the dealer nor 
more than % of the total cost of the 
advertisement. 

QueEsTIon: Has the District Agency 
the right to require the filing of prices? 

Answer: The District Agency should 
definitely determine by means of a meet- 
ing or by means of a written question- 
naire, the opinion of the members of the 
trade in their district regarding the 
filing of prices. If a two-thirds major- 
ity of all of the members of the trade 
in its district desire to file prices, then 
the District Agency shall make it man- 
datory for all members of the trade to 
file their schedule of prices. The Dis- 
trict Agency shall set forth a specific 
date for such filing. 

Question: If a District Agency re- 
quires the filing of price schedules, shall 
such schedules be available to anyone 
desiring them? 

ANSWER: Yes—any interested party 
in that district shall have the right to 
secure copies of price schedules if 
he requests them from the District 
Agency and pays the cost thereof. 

Question: If filing of prices is re- 
quired, must a member of the trade give 
his complete price schedule to all of 
his dealers? 

Answer: It is not specifically re- 
quired that every member of the trade 
give a copy of his complete price sched- 
ule to all of his dealers; however, should 
any retailer, by virtue of his cumulative 
purchases under the specific plan a 
wholesaler is using, become entitled to 
a larger discount than that he is now 
enjoying, the member of the trade shall 


automatically notify him immediately of 
the new discount to which he is entitled. 

QueEsTION: May advertising material 
be billed on terms in excess of 30 days 
net? 

ANSWER: No. 

Question: If advertising material is 
unpaid for, though not in actual dis- 
pute, would the cash discount privilege 
on the other merchandise be affected? 

ANSWER: Yes—No cash discount 
can be granted on any purchases until 
all previous bills are taken care of. 
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District Agencies Authorized 
To Handle Complaints 

The Divisional Code Authority for 
the Radio Wholesaling Trade has been 
officially authorized by NRA to handle 
all fair Trade Practice complaints aris- 
ing in that trade and has voted to ex- 
tend this authority to the officially 
appointed members of local District 
Agencies. Specific instructions for the 
handling of such complaints have been 
supplied to the District Agencies by the 
Divisional Code Authority. All labor 
complaints will be referred directly to 
the State NRA Compliance Director. 
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Larger Code Authority 


The Divisional Code Authority has 
applied to NRA for a modification of 
the Radio Wholesaling Supplemental 
Code, increasing the size of the Code 
Authority to 19, including 14 members 
of RWA, four non-members of RWA 
and one member representing the Fed- 
eral Administration. 


Vv 


NRA to Hold "Field Day" 
For Radio Wholesalers 


Because of a controversy in the radio 
distributing trade, a division of the 
wholesale trade, over explanations by 
the trade’s Code Authority of specific 
trade problems raised by code adminis- 
tration, NRA has announced that it 
would hold a “field day” for critics of 
the Code Authority’s pronouncements, 
with an NRA Deputy being the umpire. 

The public hearing will begin at 10 
a. m., Thursday, September 6, in the 
main ballroom of the Raleigh Hotel, 
Washington, D. C. 

This opportunity for a self-governing 
trade to thresh out its own problems 
will feature an agenda of definite ques- 
tions propounded to the Code Author- 
ity, with answers by that body. 
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An Alert Wholesaler: 


E. R. Stocklen, 
Jr., vice-president of the Northwest 
Radio Supply Co., Portland, Ore., just 
prior to starting on a trip to California 
seeking some new lines of allied radio 
products. This company has just taken 
on Packard-Bell midget and auto radios. 
It is also putting in a short-wave trans- 
mitter set in order to talk to amateurs. 
One of the Northwest men is a licensed 
amateur operator. 





As an illustration, the question was 
put to the Code Authority whether a 
distributor was permitted to classify his 
dealers for the purpose of extending 
preferred discounts or preferred net 
prices. The answer was “No.” The 
Code Authority further explained that 
quantity discounts may be set up on a 
per shipment basis, or on cumulative 
purchases over a period of time. 

Other matters to be discussed include 
questions of “subterfuge”; the relation 
between the radio wholesalers supple- 
mentary code and the master whole- 
sale trade code, and similar trade mat- 
ters. 

Heretofore, when questions of inter- 
pretations of code provisions have 
arisen, the Code Authorities have gen- 
erally issued explanations and referred 
the answers to NRA for ratification. 
This time, because of the wide contro- 
versy occasioned by explanations of the 
Code Authority for the radio whole- 
salers, it was felt by NRA that the prin- 
ciples of industrial self-government 
would be better served if the matters 
were discussed in public hearing. 
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Radio Wholesalers Apply For 
Termination of Exemption 

A public hearing will be granted 
members of the radio wholesaling trade 
on their application to the NRA for 
termination of the exemption conferred 
by Administrative Order No. X-36, 
freeing members of a trade from con- 
tributing to the expense of administer- 
ing a code other than that embracing 
their principal lines of business. The 
application was filed by the Code Auth- 
ority. 

The hearing will be in the main ball- 
room of the Raleigh Hotel, September 
7, and will be in charge of Deputy 
Administrator Frank H. Crockard. 
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Latest Code Developments 





NRA Issues New Ruling on 

Multiple Code Assessments 

NRA has taken a further step toward 
relieving wholesalers and, particularly, 
small retailers, from paying multiple 
assessments. An Administrative Order 
issued on August 23 puts a stop, until 
an improved formula can be worked 
out, to collections by Code Authorities 
governing one line of wholesale or re- 
tatil distribution from wholesalers or 
retailers who deal principally in some 
other line. Department stores and 
wholesale distributors are also affected. 
Under the new order they will pay 
assessments only to the Code Authority 
for the code governing their principal 
line of business, with few exceptions. 

It was pointed out that where a 
wholesaler or retailer is also engaged 
in some other line of business such as 
manufacturing, this order will not pre- 
vent collections of assessment on the 
other business by the Code Authority 
for that business. 

The order also allows Code Authori- 
ties, subject to NRA approval, to enter 
into agreements with each other in set- 
ting up plans for collecting and allocat- 
ing assessments. 


v 

Supplemental Code for Whole- 
sale Hardware Trade Approved 

With the condition that a new selling- 
below-cost provision be accepted, NRA 
has approved the supplemental code of 
fair competition for the wholesale hard- 
ware trade. The code became effective 
August 9. 

The change ordered by the Adminis- 
tration substitutes for a sales provision 


in the code the declaration that “any 
sale shall be deemed prima facie destruc- 
tive price cutting if the net sales price 
shall be less than the seller’s net invoice 
cost plus transportation charges to 
seller’s warehouse.” 

The new provision also grants certain 
exceptions in the disposal of obsolete, 
damaged and closeout merchandise, and 
includes permission for the fixing of a 
minimum price by the Administrator in 
an emergency. 

The hour and wage provisions of the 
basic code for the general wholesaling 
or distributing trade, of which the hard- 
ware trade is a division, are adopted 
by this supplement. They provide for 
$14 and $15 weekly wage minimum, 
and a 40-hour maximum week. 

The divisional Code Authority will 
consist of 17 members, seven to be mem- 
bers at large and the remainder to rep- 
resent 10 geographical divisions. 


v 


Electrical Contractors Assessed 
One Per Cent of Payroll 


NRA has approved both a budget for 
the Divisional Code Authority of the 
electrical contracting division of the 
construction industry, and the basis of 
contribution to same by members of the 
industry. The budget is for a period of 
one year. 

Included in the budget are items of 
$132,724 for national headquarters 
operations and $250,400 for regional 
and district administration. 

The estimated annual productive pay- 
rolls upon which the budget assessment 
is based are $56,000,000. An assess- 
ment of one per cent on productive pay- 








No Trouble to Show Goods: 


tric Co. in St. Louis territory. 








1 ‘ Everybody knows Roy V. Hawkins (right) who 
has done a fine job for many years as district manager for the Appleton Elec- 


Roy is noted for his impressive exhibits of fit- 


tings at electrical shows and wholesalers’ places; part of the display in his office 


is shown in the picture. 
is also his latest assistant. 
headquarters in Kansas City. 


At the left, above, is his son, C. Leroy Hawkins, who 
Below Leroy is Frank (“Jiggs”) Donohue,. who 





rolls is authorized, as is an additional 
one-tenth of one per cent on contracts 
registered, of $250 and over, by local 


administrative committees to cover 
their costs of registration. 


v 


Dry Goods Wholesalers 
File Code Budget 


A budget totaling $122,000 and cov- 
ering the expense of administering its 
code of fair competition from June l, 
1934, to May 31, 1935, has been filed 
with NRA by the code authority of the 
wholesale dry goods trade. 

The proposed basis of contribution is 
1/50 of 1 per cent of net sales up to 
$10,000,000 and 1/100 of 1 per cent on 
net sales above that amount. The 
amount of assessable net sales would be 
based on the period from July 1, 1933, 
to June 30, 1934. The minimum assess- 
ment would be $25.00. 


v 


Amendments to Retail Code 
Approved by NRA 


Combination sales of merchandise, 
typical of which is the “One-Cent 
Sale”; and the sale of merchandise up- 
on a condition involving the element 
of chance, similar to what is commonly 
known as the “Suit Club Plan’ will, 
after September 2, be regarded as vio- 
lations of the retail code, under an 
amendment to the code which has been 
approved by NRA. 

The prohibition of combination or 
group sales is an addition to the code’s 
article on loss limitation. It provides 
that “in group offerings or sales of mer- 
chandise, the selling price of the group 
shall not be less than the sum of the 
minimum selling prices of the individ- 
ual items of the groups,” as determined 
in accordance with provisions already 
in the code. ; 

It is added that “in group offerings 
or sales of merchandise, where the sell- 
ing price of one or more items of the 
group is indicated, the price indicated 
for each item or items, expressly or by 
inference, shall not be less than the 
minimum price of each item or items.” 

The amendment provides that the 
added section shall not be construed to 
apply to the use of bona fide premiums. 

Following is the section added to the 
retail code forbidding the use of a lot- 
tery or similar element of chance as a 
sales promotion device: 

“No retailer shall sell or offer for 
sale any merchandise upon a condition 
which involves a lottery, gamble, or 
element of chance, similar to what is 
commonly known as a ‘suit club plan’; 
provided, however, that this sub-section 
shall not apply to non-profit organiza- 
tions not definitely constituted to carry 
on retail trade.” 
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NEW + NEW —_ MORE 


PLANS PRODUCTS PROFITS 
FOR BULL DOG JOBBERS | 











YOUR PROBLEM 


The Jobber must be ever prepared 
to offer "New and Better" Products 
if he is to secure a larger share of 
the available business in his Territory. 


OUR PROBLEM 
With this conviction, BULL DOG is 


continually making Research and 
Developments in order to produce 
something "New, Better and Differ- 
ent" for the Consumer. 


THE SOLUTION 


As a consequence, the next few 


LINE UP = compumancn.: the nent 
months will be very interesting for 
W/TH Bull Dog Jobbers because we will 
"BULL DOG u have several New Items to announce 


that will give our Distributors some 


FOR PRODUCTS real Sales Advantages. 


OF 

To make the Bull Dog Line of in- 
YZ A PRESTIGE ¥ creasingly greater value to Jobbers 
oe who qualify as Distributors, is the 
end and aim of all our policies and 
plans. 















Safety Switches—Fusenters BUStribution SYSTEMS—SAFtoSWITCHBOARDS 
SUPERBA Lighting Panels & Cabinets KbI-DUCT—Trol-e-D UCT—Bus-DUCT 
SAFtoFUSE Feeder Panels & Cabinets é Circuit Breaker Type Panels & Cabinets 


) 


BULLDOG ered ‘PrRobuCcTS CoO. 
DETROIT MICH. U.S.A. 
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ELECTRICAL WHOLESALING 








1 sone great industries are uniting in a common drive 
_ to make America conscious of the need of better light 
for better sight. The electrical industry, the optical indus- 
try, the paint industry have already started a mighty bar- 
rage of advertising and promotion that cannot fail to spell 
profits for the wholesaler who is ready to take full advan- 
tage of all the forces now working for him. 


Among the many outstanding developments of the new 
Science of Seeing is that of prescribing definite, measured 
amounts of light required for doing specific visual tasks. 
Out of this have come certain new lamp types designed 
for specific seeing jobs. And backed by the concerted ad- 
vertising of Better Light-Better Sight, these lamps will be 
in demand because they fill a definite need. It is important 


GENERAL@ 


that you get all your dealers to stock and display them. 


The Better Light-Better Sight program is opening up sub- 
stantial new markets for residence, commercial and indus- 
trial equipment, which means additional business in wiring 
supplies and installation work. The industry is going after 
new lighting business aggressively. The success of this 
Fall’s program rests in no small measure upon your par- 
ticipation and leadership in local activities. 


General Electric has spent a vast amount of man-power 
and money to ascertain certain facts to help you make 
your lighting market more valuable. These facts are avail- 
able to you. See your MAZDA lamp Sales Division, or 
write General Electric Co., Nela Park, Cleveland, Ohio. 
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The new Science of oSecing 
makes your Lighting Market 


bigger than ever 


@ Men, proper training, and merchandise scientifically de- 
signed to meet the requirements of the Science of Seeing, 
are the prime essentials in your Better Light-Better Sight 
program. 

MEN... Your organization ought to be a leading factor 
in promoting lighting this Fall. First, you'll need a man 
whose chief job is to head up your lighting program around 
the new Science of Seeing. He should have authority to 
initiate and coordinate local Better Light-Better Sight ac- 
tivities. He should work with your MAZDA lamp repre- 
sentative to map out a definite lighting campaign. 
TRAINING...This man should be thoroughly schooled 
in the new Science of Seeing, either by visiting Nela Park 
or by attending one of the many training schools which 
General Electric Lighting Sales Institute is holding in vari- 
ous key cities from coast to coast this fall. Ask your 
MAZDA lamp Sales Division for more information. 


MERCHANDISE... Many new types of portable lamps 
have resulted from the new Science of Seeing. The public 
has been prepared for this new merchandise by a tremen- 
dous amount of publicity and educational work. You should 
familiarize yourself with the various makes available and 
should merchandise them aggressively with all your retail- 
ers. Some of the new lamps, as shown in the illustration, 
are: The New Study and Reading lamp, both desk and 
floor types; the new Indirect and Semi-Indirect floor lamps; 
the Pendant or wall portable units, both direct and indirect 
models; the Socket Extension Unit; and the new Plant 
lamps which can be used both for plant growing and reading. 


Write for further details. General Electric Company, De- 
partment 166, Nela Park, Cleveland, Ohio. 


ELECTRIC 





“TRAINING 





MERCHANDISE 


Both the retail trade and the public are responding 
quickly to the mighty barrage of Better Light-Better Sight 
advertising, publicity, and sales promotion work. To 
capitalize fully on the interest being shown in better light, 
your organization will need the essentials shown above. 
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Trends in Distribution 


Digests of selected articles appearing in recent issues of business and 
trade publications which reflect distribution trends in various fields 





"NHA" Spells "CASH" For 
The Electrical Industry 


The National Housing Act is a chal- 
lenge to the merchandising skill of the 
electrical industry. 

Though it is only a month since the 
Act was passed, some manufacturers 
have already completed their prelimin- 
ary plans and are busy selling them 
to their trade and contractors. 

There is going to be stiff competition 
for the new consumer dollars made 
available under the Modernization 
Loan provisions of the Act, and the 
paint, roofing, brick, cement and lum- 
ber tradesmen will be digging in ac- 
tively to sell the owners their services 
first, if they can. 

There is no reason why electrical sup- 
plies, equipment, appliances, rewiring 
and new wiring should take second 
place to anything else; and they won't 
if the manufacturers of this industry 
aggressively go after electrical modern- 
ization and cooperate with their sources 
of distribution to sell the electrical idea 
to house owners. 

You can get details of the govern- 
ment plan through your local regional 
supervisor of NHA, or your local 
NHA committee. If your regional su- 
pervisor or committee have not yet been 
appointed, check with your Chamber of 
Commerce; it will be among the first 
to learn of the appointment. 

Don’t forget that the contractor doing 
the work receives his pay in full upon 
completion of the work from the finan- 
cial institution accepting the owner’s 
note. Quick money for the contractor 
means quick pay for the manufacturer. 

If you aren’t already busy on your 
NHA plans for promotion, find out 
what it’s all about. You may be pass- 


ing up opportunity. — From NEMA 
“Notes and Data” for August 2. 
v 


Another Manufacturer Turns 
to the Wholesaler 


Stating that it believes the hardware 
wholesaler and the mill supply house 
to be the only correct channel through 
which to distribute its kind of merchan- 
dise, the Irwin Augur Bit Co., Wil- 
mington, Ohio, has announced a new 
sales policy to that effect. This elimi- 
nates sales by the company direct to 
chain stores, catalog houses, retail hard- 


ware, public utilities, railroads, or con- 
sumers of any kind no matter how 
large. 

“We believe that while a manufac- 
turer has the right to distribute his mer- 
chandise in any way he sees fit,” said 
a statement issued by H. M. Swain, 
general sales manager of the company, 
“it is not fair to the wholesalers of the 
country to expect them to take the skim 
milk while the manufacturer takes the 
cream by selling direct to large users.” 
—From Advertising Age for July 7. 


v 


Freedom From Chiselers 


About the first thing that President 
Hoover did when the crash came was 
to urge all American employers to act 
in concert to maintain the wage level, 
and hundreds of our great industrial 
leaders promised him publicly that they 
would make no reductions. Then they 
returned to work and ordered wage re- 
ductions. 

Why? Was it because they were liars 
and cheats? NO! 

It was because they couldn’t help it. 
And why couldn’t they help it? 

IT WAS BECAUSE SOMEBODY CUT WAGES 
AND THE OTHERS HAD TO FOLLOW SUIT. 

We hear otherwise intelligent people 
saying today that the New Deal means 
regimentation. It doesn’t. It means 
freedom from the domination of the 
chiseler, whose power was such that he 
could and did compel American employ- 
ers generally to cut wages at a time 
when only a general raise in wages 
could save American business from 
prostration—From radio address of 
Edward A. Filene, Boston, on June 22. 


v 


Manufacturers Need Counsel 
of their Distributors 


Out of the past business generation 
there grew a tendency to separate the 
aims and interests of each distributive 
factor, but under our new business con- 
ditions company management cannot 
consider distributors, dealers and the 
consumer as something apart from it 
and in an opposing category. It must 
think in family terms as if each dis- 
tributive factor was an essential and 
indispensable member of one great 
family, each working towards the mu- 





tual interests of the other. Management 
must assume responsibility for the wel- 
fare, not only of its stockholders and 
employees but also for the profits of 
its dealers and the benefits that con- 
sumers are promised. For these reasons 
we now have tremendous need for dis- 
tributive counsel of a nature that will 
pull the interest of all more closely 
together.—Howarp E. Boop, president, 
Norge Corp., Detroit, in Executives 
Service Bulletin for June. 


v 
The Right Combination Wins 


The distributor who sells the prod- 
uct of a manufacturer not having a 
sales policy which insures distributor 
protection is his own worst enemy as 
well as an enemy of the entire dis- 
tributing industry. 

The manufacturer who sells his prod- 
uct to a distributor who defames it by 
ruthless sales methods is contributing 
to his own business demise and spread- 
ing the cancer throughout the manu- 
facturing industry. 

Let’s awaken to the fact that all the 
New Deals and all the sales policies 
we can possibly construct are of no 
avail unless they are actuated by a defi- 
nite purpose and will to have them 
equitable and the very embodiment of 
mutual good. 

The manufacturer cannot win and the 
distributor lose, nor can the distributor 
profit at the expense of the manufac- 
turer. It’s the right combination that 
wins.—W. EE. Cross, vice-president, 
Victor Saw Works, in Mill Supplies for 
August. 

v 


Daytime Broadcasting 


It is the belief of agency executives 
that more advertisers are missing a bet 
through failure to use daytime hours 
than for any other reason. A number 
of evening programs, properly handled, 
would produce greater effectiveness if 
broadcast in the daytime. They would 
get the attention of women, for example, 
at the time when women are more likely 
to be thinking of the type of product 
advertised and its use. 

Daylight hours are passed up because 
advertisers are under a delusion that 
choice evening time applies to all prod- 
ucts, regardless of their nature. A study 
of this situation might prove to them 
that they could do a more constructive 
job for less money if they broadcast 
in the daytime. 

Improvement in the quality of sus- 
taining programs, it is believed, would 
help to insure the stability of larger lis- 
tening audiences and thus convince 
doubtful advertisers that daylight broad- 
casting is a good investment. — From 
Printer’s Ink for August. 
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~-D01Ge 
riction TAPE 


True to its name, 








Bull Dog Tape has the stubborn, rugged qualities 
which have made the bull dog famous the world 


over. 


Strong, closely-woven sheeting thoroughly “filled” 
---not merely “surfaced” - - - with live, unvul- 
canized rubber gives Bull Dog Tape the service pw : 

Set xine 


qualities which have made it the 


largest selling brand on the market. 


BOSTON WOVEN HOSE 


& RUBBER CO. 
CAMBRIDGE, MASS. 





ELECTRICAL 


WHOLESALING 


Electrunite Steeltubes Conduit with the knurled in- 
side finish showed by actual test a saving of 30 per cent 
in the effort required to pull cable through. The 
cable rides the tops of the tiny knobs instead of mak- 
ing contact the entire length. 
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It takes courage to break precedent—to laugh 
at time-honored practice—to bring out a new 


product radically different from all similar 







accepted products. And yet, that is what 
ELECTRUNITE STEELTUBES is. 

For years, the aim 
of every conduit man- 
ufacturer has been to 
produce the smoothest 
possible inside surface, 
so that wire would slide 
easily. But the wire didn’t always do what 

® was expected. There was too much of it in 
@ & contact with the wall of the conduit. There 

was too much friction. So Steel and Tubes, 
) § lnc., figured out a method for keeping the 


wire away from the conduit wall. Tiny knobs, 


j Electrical Division 


STEEL AND TUBES, INC. 


WORLD'S LARGEST PRODUCER OF ELECTRICALLY WELDED TUBING 


CLEVELAND « « * OHIO 


CONDUIT « me WORLD 


ELECTRICALLY 





* WELDED - 


like ball bearings, were raised on the inside 
surface, so that the wire made contact only 
on the tops of the knobs. And the result? 

ELECTRUNITE STEELTUBES is the 
easiest wiring conduit on the market. Tests 
show a reduction of approximately 30% in 
the effort required to pull wire in this mod- 
ern electrical metallic tubing. Every user, 
after the first trial, has been enthusiastic about 
the new inside finish. 

Contractors try ELECTRUNITE STEEL- 
TUBES once and are convinced. You can 
profit by placing your house in a position to 
supply their needs. Our representative will 
be glad to tell you.what ELECTRUNITE 
STEELTUBES has accomplished for other 
supply houses. Write today. 






Tis 
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A UNIT OF REPUBLIC STEEL CORPORATION 
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Knurled inside finish avail- 
able in 4", %" and 1” sizes. 
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Trade Associations 





CEWA Holds Successful Outing 


Nearly 200 electrical wholesalers, 
manufacturers and their guests of the 
Chicago area, attended the annual golf 
outing and dinner of the Chicago Elec- 
trical Wholesalers Association held at 
the Elmhurst Country Club on July 26. 
President Fred Eiseman reported that 
practically every legitimate electrical 
wholesaler in Chicago and vicinity was 
now a member of the Association and 
praised both the national houses and 
the manufacturers for the splendid co- 
operation which they had extended dur- 
ing the past vear. 


v 


Outing Held by Electrical 
Associates Club 


The annual golf outing of the Elec- 
trical Associates Club of New York 
City was held Thursday, August 16, at 
the Arrow Brook Golf and Country 
Club, Forest Hills, Long Island. In 
spite of rain a crowd was on hand to 
participate in the golf tournament, din- 
ner and dance. The committee in 
charge consisted of Richard Schulta, 
John Gill and John Coughlin. 


v 


CBS to Broadcast from 
National Model Home 


Built by the New York Better Homes 
Committee, “The Little House,” na- 
tional model home, will be opened to 
the public early in October at Park 
\ve. and 39th St. Designed for a 
family of five, it will contain an air 
room, scientific 


conditioned — living 


kitchen, modern nursery and complete 
laundry equipment. Only nationally 
distributed products, which meet the 
highest consumer standards, will be 
selected, and these will be purchased at 
regular retail outlets entirely indepen- 
dent of all producers and distributors. 
Domestic science demonstrations, talks 
on interior decorating and_ special 
events will be broadcast direct from 
“The Little House” over a_ national 
CBS network. 
Vv 


Unit Air Conditioner Manufac- 
turers Form Association 

Formation of a new association to 
foster and promote unit air condition- 
ers has just been announced. Officers 
are: P. A. McKittrick, Parks-Cramer 
Co., president; Allston Sargent, Camp- 
bell Metal Window Co., vice-president ; 
Harry C. Grubbs, De La Vergne En- 
gine Co., treasurer; and John A. Dew- 
hurst, temporary secretary. 

A code of fair trade practices has 
been filed with NRA on which a pub- 
lic hearing has already been held. 


: v 
RMA Eliminates Use of Term 
"Dual Wave" 


The term “dual wave” has been elimi- 
nated by the Engineering division of 
RMA as an alternative definition for the 
“standard and short wave” radio set hav- 
ing a frequency range between 4,000 and 
20,000 kilocycles. 

The three classes of radio receivers 
as now defined by RMA are: 











“i “ | 


Maybe the Fish Were Camera Shy: We were not told whether this picture was 
taken before or after the fishing because there is evidence lacking. Tom Kirkman, 
who took this picture, probably is in the habit of leaving the fish out. At the left is 
Andy Greenfield, Greenfield Electric Supply Co., Brooklyn; Sam Berman, D. 
Berman & Son, Brooklyn; Harry Hanft, contractor, and Bob Simon, Metropoli- 
tan Electrical Distributors, New York City. 





1. “Standard broadcast’ receivers 
having a frequency range from 540 to 
1,570 kilocycles to include recent exten- 
sion of the broadcast band. 

2. “All wave” receivers having a fre- 
quency range from 540 to at least 18,000 
kilocycles, 

3. “Standard and 
ceivers, having frequencies 
4,000 and 20,000 kilocycles. 
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Freight Rates on Tubes Reduced 
Through Efforts of RMA 


The recent and substantial reduction 
secured by the RMA on shipments of 
tubes has been made national in effect, 
according to official advices from the 
carriers to the RMA Traffic Committee. 
It is estimated that savings to tube man- 
ufacturers will run into many thousands 
of dollars each year. 

That the tube rate reductions will be 
uniform in all territories is the advice 
which has come from the railroad com- 
mittee to O. J. Davies, vice-chairman of 
the RMA Traffic Committee. A few 
weeks ago the tube rate was made ef- 
fective in the southeast territory. Now 
comes official word that the reduced tube 
rates are to be effective nationally. 

The application for reduced tube ship- 
ping rates was made early last spring 
and the carriers gave a hearing to the 
RMA Traffic Committee and individual 
RMA members. The new tube rate re- 
duction is the second which has been 
secured in continued RMA efforts to se- 
cure equitable freight rates for the in- 
dustry. 


short wave’ re- 
between 


Vv 


IES Certifies Special Lamps 
for Use in Portables 


Specifications for certified study and 
reading lamps were recently announced 
by the Illuminating Engineering Society 
(E. W., June ’34). 

As an outcome of recent photometric 
tests, the society now announces that 
special types of incandescent lamps, de- 
signed specifically for indirect portables, 
will hereafter be included in the IES 
specifications for certification. They are 
the Mazda 250-watt, Indirect-Lite lamp 
which has a single filament, a medium 
screw base, and a G-30 inside frosted 
bulb, and the 100-200-300 watt Mazda 
Indirect Three-Lite lamp which has a 
double filament, a mogul screw base, and 
a G-30 inside-frosted bulb. The shape 
and size of these lamps is such as to 
afford greater flexibility in reflector de- 
sign, a feature which further contributes 
to higher efficiency in indirect portable 
lamps. Complete specifications for both 
semi-indirect and totally indirect port- 
ables are now available from the Illumi- 
nating Engineering Society, 29 W. 39th 
St., New York City. 
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the PES-DESPARD LINE 


@ Announcement of the Government's great housing program again re- 
opens two major markets to both contractor and jobber— modernization work 


and new building. 


@ To properly service the many time-saving electrical appliances that will 
of necessity go into these homes, an adequate wiring system will be needed 
—old time wiring methods will be scrapped—new modern materials will be 


given preference. 


@ Get the facts now on the P&S-DESPARD LINE and be prepared to meet 


competitive bids with a better and more modern product. 


PASS & SEYMOUR, INc. 
SOLVAY STATION SYRACUSE, N. Y. 
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*The New Importance of the 
Trade Association 


By MALCOLM MUIR 
wae McGraw-Hill Publishing Co. 
New York City 

Trade associations today can become 
profitable to their members if their 
members will give the trade associations 
a chance to work for them intelligently. 
Trade associations should become the 
master research departments for every 
one of their members, and they should 
be able to do this job for less expense 
and with better results than could be 
obtained by any individual company. 
Trade association functions should in- 
clude market surveys, costing studies, 
production and modernization planning, 
and all the wide variety of services 
which come under the general headings 
of merchandising, marketing, purchas- 
ing, production, financial, personnel and 
public relations. 

Through the wide variety of services 
for the common good that they can per- 
form, trade associations have an oppor- 
tunity to step out of the class of some- 
thing to be supported financially by the 
membership, into a profitable connection 
for every member to have. Properly 
utilized a trade association can be a 
definite money maker, through the sav- 
ings it makes possible by its services, 
for every one of its members. But busi- 
ness will lose this opportunity to develop 
its associations into first-rate and valu- 
able service organizations if it does not 
regard this field of activity as one of 
the most important, which it is, in the 
business picture today. 

Whether NRA continues or not, busi- 





*From a recent address before the 
American Management Association. 


ness and industry must continue to op- 
erate under its principles of sane and 
fair competitive practices if we are to 
avoid the pitfalls of the years of profit- 
less prosperity, and the trade associa- 
tion is the instrument through which 
these measures of self-regulation will be 
carried on. 

Through NRA activities we have 
come to recognize our economic struc- 
ture for what it is—a complicated and 
delicately balanced system that is so 
interrelated in all of its branches that 
lack of planning or inefficient operation 
in any one of them affects the whole 
adversely. We know now that our 
three great groups of industries, capital 
goods and_ construction, consumer 
goods, and service industries, must move 
forward together if large unemploy- 
ment figures and suffering are to be 
avoided. No one group or faction can 
profit alone, or at the expenses of others, 
for long. 

Thus, through a system of well-reg- 
ulated and competent trade associations 
we may be able to take advantage of the 
lessons the depression has taught us and 
develop a real national planning body— 
a suggestion that has been made from 
time to time. But first, I think, we 
should take time to develop to the point 
of their greatest usefulness the tools 
for economic control which we have 
now. These are the codes—and their 
operation through code authorities and/ 
or trade associations. 

Never, perhaps, have we risen from 
the depths of a serious depression so 
quickly as we have in the past year. 
The upswing in the United States 
started under courageous leadership in 
Washington. New hope has come to 
us that we will not only conquer the 
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Sailing in the "Seven Seas": D. Haye 





Se 


s Murphy, president of the Wiremold 


Co., Hartford, Conn., was very much present in the party, although not in the pic- 


ture as he served as photographer. 
“Bill” Ball of headquarters; 


George Sundstrom, 


From left to right, the Wiremold men are: 


New York representative; 


“Charlie” Rutherford of headquarters; “Ed” Rigby, New England representa- 
tive (also doubles as a hornpipe dancer); Harry Biglin, southern representative; 
“Jimmy” Foley of headquarters; Walter Beckett, representative in Washington 
and Baltimore, and Robert and John Murphy, sons of the photographer and 


” 


skippers of the yacht, “Seven Seas. 


The occasion was an impromptu sailing 


party given to the four visiting representatives who happened to come together 
in a business conference at the Wiremold office. 


depression but come out of it better pre- 
pared than ever before to avoid serious 
depressions in the future. 

Now, by maintaining real trade as- 
sociations as functioning parts of our 
business and industry, and by following 
a sane course of business conduct, we 
have an opportunity to come nearer to 
setting up a depression-proof industrial 
system than we have ever been before. 


¥ 


"Better Light—Better Sight" 
Program Swings into Action 


Replacing the special committee of 
the Edison Electric Institute which for 
the past year has sponsored the “Bet- 
ter Light—Better Sight” campaign, a 
National Better Light—Better Sight 
Bureau was formerly organized on Au- 
gust 1. Backed by 11 national trade 
associations officially represented in the 
organization and linking a total of 21 
groups interested in eyesight conserva- 
tion and lighting sales, the bureau con- 
stitutes a voluntary, non-profit enter- 
prise, underwritten as to necessary 
finances by the Edison Electric Insti- 
tute, General Electric and Westing- 
house. 

Associations actively participating in 
the Bureau are: Better Vision Institute, 
National Paint, Varnish and Lacquer 
Association, National Clean-Up and 
Paint-Up Campaign Bureau, Artistic 
Lighting Equipment Association, Na- 
tional Electrical Wholesalers Associa- 
tion, Illuminating Engineering Society, 
National Retail Dry Goods Association, 
National Retail Hardware Association, 
National Retail Furniture Association, 
National Electrical Manufacturers As- 
sociation, National Bureau of Casualty 
and Surety Underwriters. 

Promotional campaigns with litera- 
ture to be distributed to participating 
groups has been prepared on a scale 
seldom used. It is expected that the 
activities of the Better Light—Better 
Sight Bureau will thoroughly rival the 
work of the Electric Refrigeration Bu- 
reau. General Electric, Westinghouse 
and, National Clean-Up and Paint-Up 
Campaign Bureaus have comprehen- 
sive publicity programs in virtually full 
completion. 
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Appliance and Lamp Buyers 
Attend Chicago Markets 


Figures on buyer attendance at its 
mid-summer markets, have been an- 
nounced by T. J. Reed, general manager 
of the Merchandise Mart, Chicago. A 
total of 7,471 buyers registered for 
these special market events, including 
4,757 buyers of furniture and lamps who 
came in June and July, and 2,714 buyers 
of house-furnishings, electrical appli- 
ances, glassware and giftware who 
came in July and August. 
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Stranded conduc- > 
tors for flexibility 
Quality rubber insulation 
— which strips to leave 
the conductor CLEAN 


Color coded braid 


COVOTURD 6 i: 6's ee 


Concentric wound bare 
neutral —a theft proof 
QUI. 6k ees He 


Galv. steel tape armor 
in direct contact with 
neutral conductor. Gives 
added mechanical pro- 
ection. Easily removed 












. .. because tape keeps 
weatherproofing pitch 
from spiral steel armor. 


Cotton braid having a 
flame and moisture re- 
sisting finish, can be 
re 


GENERAL CABLE CORPORATION 
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Keeping Them Fit: 


directing their fishing activities at Petonic Bay. 
Hirshfeld, Hirshfeld Electric Co.; Wm. 





Tom Kirkman, who in the winter time directs the activities 
of the electrical bowlers, sees to it that in the summer time they keep in trim by 


In this group we have Milton 
Vogel, Ostrander Electric Supply Co.; 


Jack Gibbs, Square Electric Co., Jersey City, N. J.; Tom Kirkman, Kirkman Engi- 


neering Co., and Julian Hawks. 





Refrigerator, Washer, Cleaner 
Markets Analysed by Incomes 

The richest market for the larger 
types of domestic electric appliances is 
found in families with incomes between 
$1,000 and $3,000 a year. This infor- 
mation has been made available to the 
electric appliance industry for the first 
time in a new commodity study just 
completed by the Columbia Broadcasting 
System. Twelve major industries sup- 
plied data for this study which analyzes 
the current sales of 20 different com- 
modities to families whose incomes 
range from over $10,000 a year to 
under $1,000 a year. All the figures 
were obtained from manufacturers, dis- 
tributors and dealers—the actual sellers 
of this merchandise—by means of a de- 
tailed questionnaire asking for the per- 
centages of their total annual sales to 
each income level. 

The unique results of this study 
(MarKETs IN Rapio Homes, By In- 
come Levels and Price Levels) for the 
electric appliance industry are summar- 
ized in the following table, which shows 
the percentage of the total markets for 
electric refrigerators, washing machines 
and vacuum cleaners found in each in- 
come class: 


Proportion of Total Market Which Lies 
in Each Income Class 
Refriger- Washing Vacuum 


ators Machines Cleaners 
Over $10,000... 62% 63% 6.4% 
$5,000 to $10,000 19.1% 11.5% 11.9% 
$3,000 to $5,000. 31.2% 21.5% 29.8% 
$1,000 to $3,000. 40.5% 49.2% 44.4% 
Under $1,000... 3.0% 115% 7.5% 


Total: All In- 
come Classes 100.0% 100.0% 100.0% 
sequel to “The 


This new study is the 
Vertical Study of Radio Ownership” 
made by CBS last year with the co- 
operation of the U. S. Census Bureau. 
A combination of the new figures, with 


the data of the “Vertical Study,” makes 
it possible to determine exactly what 
per cent of the markets for electric 
refrigerators, washing machines and 
vacuum cleaners are reached by radio. 
For instance, 67 per cent of the entire 
market for electric refrigerators lies in 
radio homes. The radio audience rep- 
resents 61 per cent of the total market 
for washing machines, and 64 per cent 
of the total market for vacuum clean- 
ers. The study also includes detailed 
tables showing the extent of radio cov- 
erage of the markets for these three 
types of electric appliances in each in- 
come class. Parallel figures are in- 
cluded to show the percentage of these 
markets which lie within the circula- 
tion of leading magazines, as reported 
in their own analysis of circulation. 
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Rumsey Electric Discontinues 
Saturday Sales Meetings 
By C. C. Harrington 


Originally, the salesmen of the Rum- 
sey Electric Co., Philadelphia, handled 
both supply and appliance lines. It soon 
became apparent, however, that the ap- 
pliance business was becoming far too 
specialized to be handled in conjunction 
with the other commodities. This was 
particularly true of the Philadelphia 
area, where the market had become so 
highly competitive. Accordingly, in 
both the metropolitan and the suburban 
area of Philadelphia, appliance sales are 
handled by a separate group of salesmen. 

In the sales records at the main office 
and in the reports required from the 
salesmen, supplies and appliances are 
handled separately. Territory divisions 
in the main city area are allocated 
independently for the two types of busi- 
ness. In other sections the salesmen sell 
to both appliance dealers and to con- 
tractors and industrial plants. 


Daily reports are required from each 
salesman. These are in the form of a 
post card, and list individually every 
dealer or concern on which he has called 
during the day, either personally or by 
telephone. On file in the main office are 
sales record sheets for every customer. 
These record all details about the cus- 
tomer ; their personnel, the monthly sales, 
and a tabulation recording the dates of 
the salesman’s calls. 

Bulletins, with few exceptions, are is- 
sued daily from the main office to the 
salesmen. These keep the men con- 
stantly in touch with changes in prices 
and policies, as well as with new ma- 
terial that may be announced by the 
manufacturers. 

For a time, the company held regular 
Saturday morning “pep” meetings, to 
which all the salesmen in the nearby 
territory gathered. New sales and mer- 
chandising plans were discussed, as were 
the business possibilities of the various 
territories. Considerable benefit was de- 
rived from such meetings, purely from 
the exchange of ideas. 

Finally, however, regular sales meet- 
ings were stopped, mainly for the fol- 
lowing reason. The turn-over of sales- 
men in the Rumsey organization is ex- 
tremely low. Practically all of the sales- 
men have been with the company for 
over seven years. With such a crew of 
“veterans,” frequent periodic sales meet- 
ings are not necessary, particularly in 
view of the fact that their verbal in- 
structions are supplemented by daily 
sales bulletins. 

At the present time, sales meetings are 
called only when it seems advisable. 
Practically all contact is through the 
medium of salesmen’s orders and reports, 
and through the bulletins issued from 
the main office. 

Salesmen’s quotas are carefully 
watched. Each month they give conclu- 
sive evidence of the results of the sales- 
men’s activities, and the trend of busi- 
ness conditions in each territory. 

The appliance orders of each salesman 
are broken down monthly into the actual 
number of each type of device sold. For 
comparative and estimative purposes, 
these figures form invaluable records, 
not only for checking the salesman’s 
business with past months, but also for 
noting the trend of business and the 
results to be expected in the coming 
month. 


v 


Label Service on Plug Fuses 

Announced by Underwriters 

The Underwriters Laboratories, 207 
FE. Ohio St., have released new stand- 
ards on plug fuses. They now offer 
factory inspection service on this type 
of fuse and announce a new label ser- 
vice for plug fuses which became availa- 
ble September 1. 





a Se aa al 


Ee ee 


apes hepieegm aieageney 





September, 1934 ELECTRICAL WHOLESALING 


7 pee ut t te le 0s/ of 












Straight-in Viring 
Solderless Connections 


Snsure 


Faster. 
Easier 


Wiring 


ECONOMY OF INSTALLATION 
comes first in the design of this 
Outlet. Wires enter straight in 
to the solderless connections. 






aa INSIDE VIEW 
This arrangement gives more wiring room; makes - Showing Wiring 
for ease and simplicity of connections, even in a 


this smaller-size Outlet. 34" and 1" knockouts 
allow wiring from bottom or y ters 







A cable clamp is built in, interchangeable for bottom or back wiring. Separate ground strap 
(No. 7951) is available when metallic cable is used... Made of black Bakelite, No. 7950 is 
embellished on modern lines attractively in harmony with the up-to-date kitchen. It is engineered 
with the primary purpose of helping your customers sell MORE range outlet installations. No. 7951 


HAKT &HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 











MER 






























For Class I, Group D locations (gasoline, alcohol fumes, etc.) In 

non-fusible, 30, 60, 100 and 200 amp. sizes, single and double throw, 

quick make and quick break... Equally suitable C-H Safety Switches 

are offered at less cost for all lesser hazards (dust, lint, etc.)... Also 

a complete weather-proof line, enduringly protective, not made 
with perishable gaskets. 


INDUSTRIAL DUTY 
SAFETY SWITCH 





Especially small in size, 
due to use of the time-tested 
mechanism used in Bul. 
4115 Type A Safety Switch 
at right—compact, with 
high arc rupturing capac- 
ity, and torque spring 
mechanism. 

















EX PLOSION-PROO 


SAFETY SWITCHES 


BRINGING 
STEEL MILL STANDARDS, 


HEAVY-DUTY MECHANISM, 
to SAFETY SWITCHES 





HE exacting requirements of heavy- 

duty industrial and steel mill motor 
control serve to set Cutler-Hammer’s one 
design and manufacturing standard; at 
C-H, apparatus is not and cannot be 
made any other way. 


As an example, in safety switches C-H 
uses a tried and proven switching mech- 
anism built to the same standards of 
design as heavy duty C-H Control devices. 
Throughout the explosion-proof line the 
same kind of plus value is evident—in 
more-than-ample case strength—in joints 





accurately machined and of full re- 
quired width—in features of design anc 
construction that mark their superiority. 


Such ,a background insures complet 
user satisfaction and offers sellers the 
greatest of opportunities for prestige an¢ 
profit. Alert independent electrical whole 
salers stock the complete C-H Safety 
Switch Line. CUTLER-HAMMER, Inc. 
Pioneer Manufacturers of Electric Control 
Apparatus, 1327 St. Paul Avenue 
Milwaukee, Wisconsin. 

® 6 s 
Meter Service Switches by Cutler-Hammet 
of types approved in most localities, are buil 


to the same standards as C-H Safety Swit: he 
Ask for catalog. 
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MERCHANDISING SECTION 











Electrical Wholesalers Have Become 


Builders of Dealers 


FOR_ EXAMPLE -- 


An YOWA WHOLESALER HAS 
500 ACTIVE DEALER Accounts. 


HE SELLS T0- 
DEPARTMENT STORES. 
ELECTRICAL DEALERS. 
CENTRAL STATIONS. 
RADIO AND MUSIC DEALERS. 
HARDWARE STORES. 
GENERAL MERCHANDISE STORES. 
FURNITURE STORES. 

GARAGES ¢ FILLING STATIONS. 
DRUG STORES (sell by display only). 
JEWELRY STORES(~ = = ~). 








u 
WE SPECIFICALLY TRY TO HELP DEALERS 
SELL MERCHANDISE. WE GIVE THEM ALL KINDS 
OF HELP, INCLUDING SALES PLANS-WINDOW 
TRIMS ETC. SOMETIMES WE GO OUT WITH 
DEALERS ON CALLS WE ALWAYS HELP 
HIM CLOSE DIFFICULT PROSPECTS.” 














AND IN WESTERN New YorK’ 


ANOTHER WHOLESALER HAS ------ 
400 ACTIVE DEALER ACCOUNTS. 


HE SELLS TO- 
DEPARTMENT STORES. 
ELECTRICAL DEALERS. 

RADIO €MUSIC DEALERS. 
HARDWARE STORES. 
REFRIGERATOR DEALERS 
GENERAL MERCHANDISE STORES 
FURNITURE STORES 











THE SPECIFIC HELP WE GIVE OUR RETAILERS 
IS :- WE HELP THEM WITH THEIR BOOKS, GET 
THEM TO IMPROVE TURNOVER, DISPLAY THEIR 
MERCHANDISE AND TRIM THEIR WINDOWS. WE 
OFTEN CUT DOWN THEIR ORDERS AND WAL 
TAKE BACK MERCHANDISE IF WE FIND THEM 
OVERSTOCKED.” 


























Read the Article “It Pays to Concentrate on Logical Retail Outlets” 
on Pages 8 and 9 of this issue 
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A Section 


Devoted to 


Manufacturers’ 


Descriptions of 


Their Products 








Restyled Toaster and Trays 


Trimmer lines feature the new 
“Toastmaster ;” the feet have almost 
disappeared, and the case is one piece 
except for the top, so that no screw- 
heads are visible. The flexible clock is 
quieter in operation. Control handles 
are larger and more easily manipulated. 
Wood replaces chromium in the new 
“Hospitality Tray” which is available 
in walnut, mahogany and _ sycamore, 
specially treated to resist alkalis and 
acids. The cutting block is now a part 





of the ensemble with a greatly improved 
trimming and sizing knife. One large 
dish with five compartments replaces 
the six small dishes for food snacks. 
List prices are: “Hospitality Tray” 
complete with two-slice “Toastmaster”, 
$21.00; tray and accessories without 
“Toastmaster,”, $8.50; two slice “Toast- 
master”, alone, $16.00; one-slice “Toast- 
master”, $11.50. Another addition to the 
line, the “Toastmaster Breakfast Tray”, 
combines a one-slice “Toastmaster” on 
an oval wooden tray, with compartments 
for bread and breakfast delicacies. List 
price, $15.00 for the ensemble and $6.00 
for the tray and accessories alone. 
Waters-Genter Co., Minneapolis, Minn. 
a Wholesaling, September, 


Toy Transformer with Geared 
Voltage Control 


A new line of toy transformers in- 
corporates voltage control by unusually 
fine steps. The 
geared dial 
delivers the 
secondary 
voltage in av- 
erage steps of 
15/100 of a 
volt. Such 
short steps as- 
sure a steady 
flow of power, 
avoiding the 
usual drop 
back to zero at each step, and eliminates 
the necessity for a separate rheostat in 





What's New 


the secondary circuit. The entire geared 
voltage device is completely enclosed in 
the transformer housing. These trans- 
formers are liberally designed and 
sturdily constructed, both electrically 
and mechanically, to withstand boy 
service. Jefferson Electric Co., Bellwood, 
Ill—Electrical Wholesaling, September, 
1934. 


Powerful Food Mixer 


The Model C incorporates 57% more 
power than this manufacturer's “B” 
mixer and is equipped with a radio 
interference eliminator. Finished in 
ivory and black enamel, baked on, the 
mixer has a bakelite handle, chromium 
plated double heaters for regular mix- 
ing, single agitator for mixing in a 
glass, and non-marring rubber feet. 
Two opaque ivory glass bowls are fur- 
nished—one of three qt. capacity and 
the other one qt. The mixer provides 
one-hand portability and one-hand oper- 
ation, a three-speed motor, and is used 





with same attachments as Model B in 
this line of mixers. List price, $18.75— 
$19.75, western price. Hamilton Beach 
Manufacturing Co., Racine, Wis.—Elec- 
trical Wholesaling, September, 1934. 


Novelty Drum Lamp 


This decorative small lamp is especially 
adapted for a child’s room, recreation 
den and many other places. The light 
shines from the end of the drum, which 
rests firmly on four little ball feet. Fin- 
ished in combinations of red, white and 
blue, or black and white, with cord as 
in a real drum. List price, $1.50. Chase 
Brass & Copper Co., Specialty Sales Di- 





vision, 10 E. 40th St., New York City— 
Electrical Wholesaling, September, 1934. 


"Valley Queen" Range 


This range has the same general con- 
struction as this manufacturer’s “Tole- 














doan,” is finished in three coat ivory 
porcelain enamel, and has a porcelain 
enameled lined oven equipped with tem- 
perature control. The height is 36” to 
the table top. Surface burners include 
three full size open burners or “Kay- 
67.” Six inch burners may be substi- 
tuted on order. Cooker interchanges 
with rear burner extra on order. Oven 
is equipped with two burners and 
broiler pan and bracket rack. The Stand- 
ard Electric Stove Co., Toledo, Ohio— 
Electrical Wholesaling, September, 1934. 


Record Playing Attachment 
for Radio Receivers 


The “Duo, Jr.”, converts the radio 
receiver to which it is connected into 
a phonograph-radio combination instru- 
ment with extra convenience features 
and meets the demand for a low-priced 
instrument that will reproduce high 
fidelity records electrically. Housed in 
an attractive walnut-finished chest, the 
device measures only 5”x8”x10%”. It 
consists of an electric-driven motor, 
constant speed turntable, capable of 
playing either 10 or 12 in. records, and 
a modern electric pickup. Designed for 
100 volt, 60 cycle operation, it can easily 
be attached to practically any kind of 
a radio set to reproduce records with 
all the tone quality and volume of which 
the set is capable. Because of its size, 
it may be conveniently placed, for re- 
mote control operation, on a small table 
or the arm of a chair at a distance 
from the radio receiver to which it is 
connected. A radio-record switch per- 
mits easy shifting from records to radio. 
RCA Victor Co., 411 Fifth Ave, New 
York City—Electrical Wholesaling, Sep- 
tember, 1934. 
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LOOK! A FISTFUL 
OF MONEY ON A 


WHAT?’S the gag? 


Absolutely none! It’s an idea that will 


get you to first base with any dealer 
who lends you an ear. 

Here it is: G-E Hotpoint, as you know, 
is pushing a Table Cookery program. In 
other words, we’re trying to make cook- 
ing a little more convenient for women. 
With G-E Hotpoint appliances they can 
actually grill steaks, fry eggs, make pan- 
cakes, waffles, rarebits, creamed chicken, 
toast and coffee RIGHT AT THE DIN- 
ING ROOM TABLE! For informal 
snacks and entertaining these items are 


a downright blessing. 





DINING ROOM 


We're telling this story to women in 
the big national magazines. 

And we're telling it to your dealers 
too—with this twist. We’re suggesting 
that they set up dining room tables right 
in their stores—table cloth, silverware, 
dishes, and all. Placed on each table are 
several G-E, Hotpoint cooking items— 
with a card on each telling just what 


each product will do. 


A Stopper 


We defy any woman to walk past that 
display without taking one good look. 


It’s a stopper if ever there was one. It’s 





G-E Hotpoint “Westchester” Automatic Waffle 
Iron... $9.95. G-E Hotpoint “Treasure Chest” 
Cooker . . . $9.95. Waflle grids extra. G-E Hot- 
point “Yarmouth” Toaster... $3.95. G-E Hot- 
point “‘Oxford” Percolater—6-cup capacity... 
$7.95. 7-cup capacity .. . $8.95. G-E Hotpoint 
“Dorchester” Coffee Maker, 6-cup capacity... 
$9.95. G-E Hotpoint Chafing Dish . . . $14.95. 








a novelty. It has color. It’s different. 
And it will sell. 

Naturally, the more appliances your 
dealer moves—the more money you 
make. The more customers he adds to 
his books, the more profit you can show 
in yours. 

We believe this idea will get you a 
better welcome, a more thoughtful hear- 
ing and—most important of all—bigger 
orders on the order pad. 

Try it. 

General Electric Company, Merchan- 


Bridgeport, Conn. fovea 


dise Dept., Section E-859, 


GENERAL @ ELECTRIC Hothoinf 
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BURGESS 










MOVE FAST! 






* FREE order assortment of eleven popular 
priced BURGESS Cases and 36 UNI-CELS (in 
“Silent-Salesman” Vender) and receive permanent 
all-metal Flashlight Display FREE. Display can be 
hung on wall, displayed on counter or in window. 
Will quickly sell cases in deal—and move flashlights 
you now have on hand! Order deal No. 1100. 


>. ¢ F=29 six F-29 BURGESS two-cell Focusing 
Cases (priced to sell at 59¢ complete) are packed 
in colorful new display. Comes to you in combina- 
tion with 36 No. 2 UNI-CELS in “Silent Salesman” 
Vender. Order this “fastest selling” BURGESS 
Deal—it moves FAST! 


* F=19 ‘The BURGESS “Baby”—the smallest 
Focusing Flashlight made—is procter with men 
and women who want a small, powerful, handy 
light. Packed six in striking display, it is selling 
FAST. Comes to you with 12 No. 1 UNI-CELS. 
Be sure to order this profitable F-19 combination. 


* ORDER from your jobber or mail coupon to 


Freeport for prices—and advance information about 
BIG, New Fall Sales Program. 






SILENT SALESMAN BURGESS BATTERY COMPANY 




























BURGESS BATTERY COMPANY, FREEPORT, ILLINOIS 








FREEPORT, ILLINOIS 

UNI-CEL VENDER ! 

Pat I Gentlemen: Send us latest price bulletin describing 
You will increase your flash- } new Deals—and be sure to'send us advance infor- 
light battery sales with the 1’ mation about BIG, New Fall Sales Program. Weare 
new BURGESS “Silent Sales- ' especially interested in 
man” UNI-CE wt pero ' 
Comes to you packed with No. 11 F-2 a 
36 UNI-CELS, Takes little r O nf " a} , O bbs 
counter space, yet it is an ; : 
eaenaaheds Mantle hae: i co Silent Salesman Vender CJ Big Fall Program 
tery supply station that in- i 
vites buying! Put it to work ' FIRM ee aOR. Re 
for you. f 

i ADDRESS ase ete es et re, 
CITY. i a ne Ee de eS, 





ATTENTION MR 
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Voltage Indicator 

Readings are quickly and easily taken 
by this novel voltage indicator that 
“feels” the electrical “pulse” of a circuit 
by converting volts into light and light 
back into 
volts. It is 
an extremely @, 
simple de-” 
vice, which 
comprises a 
Sight Meter, 
together 
with a car- 
bon filament 
lamp, a small 
composition 
container, 
and a_ rub- 
ber - covered 
extension 
about one 
foot te 
length. The 
carbon lamp,} 
which is 
used because 
its light va- 
ries more 
rapidly wit 
voltage than 
does a tungsten-filament lamp, is housed 
in the container and is adjustable by 
means of a lock nut on the threaded fiber 
tube of the indicator. Container has five 
small openings; four on the side to facili- 
tate the taking of readings and one at 
the top of indicator cone; the bottom of 
which is placed over the photronic cell 
of the meter. A conversion scale show- 
ing the standard relation of foot candles 
and volts is fastened to the indicator. 
Indicator is connected to either an a.c. 
or d.c. circuit, the bottom placed over 
the photronic cell of the meter and the 
voltage determined by checking foot 
candle reading against the conversion 
scale. List price, $2. General Electric 
Co., Nela Park Engineering Dept., 
Cleveland, Ohio—Electrical Wholesaling, 
September, 1934. 




























Open-Type Condensing Units 

These large capacity models are two 
and three h.p. units, use Freon for the 
refrigerant and have several other out- 
standing features new to commer- 
cial condensing units. Use of an oil 


pump, oil separator, valves in the head, 
directed flow of air over compressor, 
and a compressor with small bore and 
stroke permitting higher speed of oper- 
ation 


with more completely balanced 











parts and less vibration of the condens- 
ing unit, are noteworthy features. Units 
are entirely hooded for protection, to 
provide a definite air path through the 
condenser, and to efficiently remove the 
generated heat. Two cylinder compres- 


sor is equipped with positive oil separa- 
tor attached to cylinder head on suc- 
tion line, and heavy sealed-in glass win- 
dows on each side of crank case, per- 
mits visual inspection of oil level. All 
moving parts are positively lubricated 
by a specially designed system in these 
compressors. Suction and_ discharge 
valves are of the reed type. Units are 
equipped with an automatic reset, high 
pressure cutout for both air cooled and 
water cooled models. Westinghouse 
Electric & Mfg. Co., East Pittsburgh, 
Pa.—Electrical Wholesaling, September, 
1934. 


Oilproof Portable Cord 


Especially suited for use in garages, 
filling stations, machine shops, etc., 
the “Okocord” will not swell or deteri- 
orate with long exposure to oil, gasoline 
or grease. This high resistance is ac- 
complished by means of a new type of 
belt composed of Thickol and a small 








percentage of rubber and other com- 
pounds. An open-mesh seine twine 
braid, treated for protection against 
moisture, is thoroughly embedded in the 
belt to reinforce the sheath and to pre- 
vent kinking of cord. Insulated with 
“Okonite”, this cord is also highly re- 
sistant to ozone, corrosive gasses and 
acids, and extremely high and low tem- 
perature. The Okonite Co., Passaic, 
N. J.—Electrical Wholesaling, Septem- 
ber, 1934. 


All Wave Oscillator 


Designed for the service dealer field, 
this instrument includes the following 





features: direct reading on fundamen- 
tals, not harmonics; full frequency cov- 
erage with a range of 14 to 3,000 meters 
(100 to 21,600 k.c.); absolute attenua- 
tion at highest frequencies; assured fre- 
quency stability, and extreme accuracy 
with dial readings accurate to 1/10 of 
%. Wireless Egert Engineering Co., 
New York City—Electrical Wholesaling, 
September, 1934. 





Explosion Proof Safety Switches 


This new line includes both single 
throw, (4104) and double throw (4124) 
types, in standard sizes up to 200 am- 
peres capacity. The switch is of heavy 
duty Type A construction, with outside 
operating handle, mounted in a heavy 
weather-proof, semi-steel cast enclosure, 
complying in every respect with require- 
ments of the National Electrical Code. 








A precision machined flange of required 
width, between the case and cover, as- 
sures proper cooling of any flame which 
might occur from an explosion within 
the case, so that outside gases will not 
ignite. Corrosion resisting bolts hold 
cover firmly in place. Two pipe thread- 
ed conduit holes are provided in bottom 
of case and pads at sides and top of 
case allow for drilling other holes if 
needed. Provisions are made for pad- 
locking handle in either position — 
accommodates three padlocks in “off” 
and three padlocks in “on” positions to 
meet specific industry requirements 
Finish is black Japan. Cutler-Hammer, 
Inc., Milwaukee, Wis. — Electrical 
Wholesaling, September, 1934. 


Box Hangers for Alteration 
Work 


Where additional outlets are required 
in alteration work, these devices, desig- 
nated as Catalog No. SP-6608 and SP- 
6609, both provide easy and secure in- 
stallations. The SP-6609 wall board 
hanger is used for installing switch 
boxes in old work where plaster, wall 
board, plaster board, or similar con- 
struction is employed. It is installed by 
cutting a hole the exact size of the 
switch box, pushing the assembly of the 
switch box and hanger into the wall hole 
until the sides of the hanger spring free 





on the inside wall, and then tightening 
the bolt on the inside of the box. Inside 
and outside pressure against the wall set 
the box rigidly. The SP-6608 hanger is 
used for installing this manufacturer’s 
34%” octagon boxes, Catalog Nos. SP- 
24151C and SP-24151FC, in old work. 
With this device, it is merely necessary 
to cut a hole of sufficient size for the 
box alone, insert the hanger straps 
which are held in place by offsets, and 
mount the hanger plate, which permits 
attachment of all types of standard fix- 
tures. General Electric Co., Merchan- 
dise Dept., Bridgeport, Conn.—Electrical 
Wholesaling, September, 1934. 
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Chest Type Refrigerator 


Measuring 325%” high, 277%” wide and 
19” deep, this refrigerator has a shelf 
area of 4.3 sq. ft. and a net volume of 
2 cu. ft. By means of an ingenious 
arrangement of ice trays, evaporator and 
shelves, the chest comfortably accom- 
modates a quantity of food far larger 
than is generally expected in a refrig- 
erator of this rated capacity. This re- 
frigerator has an eight-position tem- 
perature selector located on the front of 
the cabinet; two freezing trays, pro- 
ducing 3.2 lbs. of ice; a stainless por- 





celain bottom in the food compartment ; 
a removable basket for fruit, eggs and 
vegetables; white porcelain table top; 
specially designed balloon door gasket 
that insures perfect sealing, and a pat- 
ented door check that eliminates hinge 
strain. Cabinet is mounted on legs 23%” 
high, equipped with gliders to prevent 
marring. With the exception of the 
white porcelain table top, the exterior 
is finished in white lacquer on Bonder- 
ized steel. Interior is white porcelain. 
Leonard Refrigerator Co., Detroit, Mich. 
—Electrical Wholesaling, September, 
1934. 


Pre-located Outlets for 
Underfloor Duct 


“Prelokaylets,’ designed to provide 
increased flexibility in the arrangement 
and greater accuracy in the location of 
outlets for fibre underfloor duct, are 
each provided with an adjustable nipple 
which is set approximately flush with 








a ee a en a tele ne a ii 


the top of the concrete. Even when 
covered by linoleum, terrazza or wood 
flooring, the position of the “Prelokay- 
lets’ may be quickly and conveniently 
located by means of one of two meth- 
ods, both of which are simple and 
accurate. For small installations the 
“Prelokaylets” are usually furnished 
with brass caps containing a magnetic 
pin which is located by a four-compass 
magnetic finder. For large jobs, steel 
caps are furnished which are located by 
a meter finder which is plugged into a 
110-volt circuit. These new outlets may 
be clamped on at any point along the 





line of duct, on the job, or may be set 
at the factory at any specified spacing. 
General Electric Co., Merchandise Dept., 
Bridgeport, Conn.—Electrical Wholesal- 
ing, September, 1934. 


Home Fire Detector 


The “Vogue” 
detector is simply 
connected in any 
existing bell cir- 
cuit (either bat- 
Jtery or trans- 

former) the same 
as an_ ordinary 
push button. 
When the _ tem- 
perature rises to approximately 150° F., 
the detector automatically closes the 
circuit, causing all bells to ring until the 
trouble is located. The list price of 10 
cents enables complete protection of 
home, office, factory, garage, or farm 
buildings at minimum expense. Sheridan 
Electro Units Corp., 3241 S. State St., 
Chicago, Ill—Electrical Wholesaling, 
September, 1934. 


Improved Lubricator 


Cadmium plat- 
ed steel replaces 
brass for greater 
tensile strength 
and to reduce 
breakage loss in 
the new series 
1000 automatic- 
force-feed lubri- 
cators. Sight feed 
provides double 
visibility — reser- 
voir supply as 
well as rate of 
feed. Larger fill- 
er tube permits 
easier, faster fill- 
ing. Top stamp- 
ing, drawn and 
threaded, _ elimi- 
nates the hex nut 
formerly re- 
quired. Rede- 
signed cap elimi- 
nates the cap re- 
taining wire previously used, and a new 
valve control inside the filler tube, dis- 
courages tampering with the _ initial 
adjustment. Advantages of this lubri- 
cator include: increased lubrication eff- 
ciency through constantly controlled, 
automatic and fool-proof oil supply; oil 
savings of from 60 to 90%; perfect 
cleanliness—no dripping or oil throw- 
ing; reduced machinery depreciation 
and power consumption — less _ shut- 
downs due to faulty lubrication. Victor 
Lubricator Co., 360 N. Michigan Ave., 
Chicago, Ill.—Electrical Wholesaling, 
September, 1934. 

















Six Ampere Rectifier Tube 


This six amp. rectifying tube for use 
in multiple battery chargers has the 
ability to withstand increased voltages 
and a construction which makes it not 
critical on voltage fluctuations. These 
factors result in more output for less 
consumption of power. National Union 
Radio Corp., 400 Madison Ave., New 
York City—Electrical Wholesaling, Sep- 
tember, 1934. 








Improved Six Inch Dry Cell 


Especially adapted for railroad and 
industrial use, this dry cell is claimed 
to be superior to regular general pur- 
pose cells in heavy intermittent work 
and practically equal to the best tele- 
phone cells in light intermittent service. 
While performing like specially designed 
telephone cells in light duty work, it 
differs from them in that it has the high 





amperage typical of heavy duty cells, so 
necessary for satisfactory rail car igni- 
tion. Combining the best properties of 
heavy and light duty cells, this one cell 
can successfully cope with the wide range 
of load conditions encountered in rail- 
road applications, making it unnecessary 
to use one type of cell for ignition and 
other heavy work and another for the 
light service. National Carbon Co., Inc., 
New York City.—Electrical Wholesal- 
ing, September, 1934. 


Cable-Type Fuse Links 


A new line of cable-type tension fuse 
links is designed for all types and 
makes of distribution fuse cutouts oper- 
ating on the expulsion principle at 
15,000 volts or less. To relieve the fus- 
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ible element of tensile stress, when the 
link is used in indicating or drop-out 
cutouts, a strain wire of Monel metal is 
used in parallel with the fusible ele- 
ment. These cable-type fuse links can 
be coordinated with each other*and with 
this manufacturer’s low-temperature 
fuse links. General Electric Co., Schen- 
ectady, N. Y.—Electrical Wholesaling, 
September, 1934. 
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NEW 
N210 Model 


$5750 x 


ATTACHMENTS 
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**Wear-outs’’. 


And remember: 


2-SPEED NO. 


Its 2-speed motor... 


Your dealers can build up their cleaner volume and 
make money with the Hamilton Beach line. There is a 
size and model for every purpose—priced for quick 
turn-over and liberal profit. Each model is outstanding 
in quality, performance and value. 


Hamilton Beach Manufacturing Co., Racine, Wis. 


me 


HAMUE TON te 
BEACH 


HAND CLEANER 


Power Suction. Care- 
fully balanced for easy 
operation. Improved 
moth-preventive method 
approved by Good 
Housekeeping Institute. 
An established Hamilton 
Beach sales success. Re- 
tails at $13.50. 


10 MODEL 


Hamilton Beach Cleaners are dis- 
tributed through wholesalers—on our one-price, profit- 
protecting policy. 


low speed for ordinary 


cleaning—high speed for unusually difficult 
cleaning .. . and other improvements make 
the No. 10 a fast seller. It is exceptionally 
easy to handle and operate—has striking style 
and beauty. Cleans with beating-sweeping- 
suction action. Allows a bigger margin for 
sales promotion and profit than ever before 
offered on a quality cleaner retailing for the 
modest price of $57.50. 


IMPROVED CLEANERS 
COVER THE MARKET 


Cleaner business is improving but sales are still behind 
That means the number of cleaners in 
need of replacement is actually increasing. 



























NEW NO. 8 MODEL 


Retails at the amazingly low price of $34.75— 
yet carries the same liberal discount as our 
other models. No “short-changing” the trade 
to make the low price. A full size motor- 
driven beating brush cleaner with unusually 
strong suction. An outstanding value in the 
quality cleaner field—has proved to be a big 
volume seller in its price class. 


| HAMILTON BEACH 
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Now 


FOR SALES OF 
EXHAUST FANS 
AND VENTILATION 


Are you ready to figure successfully on 
the fall and winter exhaust fan and ven- 
tilating equipment business in taverns, 
stores and industrial plants? Here are 
two helpful booklets. They describe the 
newest Diehl products, including High 
Speed Exhaust Fans from 18” to 36” 
diameter, Low Speed from 18” to 48” 
diameter, Bucket Blade and Flat Blade 
Ventilating Fans up to 16”, Automatic 
Louvres and Home Ventilating Fans. 


In addition, there are dimensions re- 
quired for figuring an installation, prices 
and other data every dealer and con- 
tractor will find extremely useful. Copies 
gladly sent on request. Write to Diehl 
Manufacturing Company, Elizabethport, 
New Jersey, or to District Offices or 
Sales Representatives in Atlanta, Boston, 
Chicago, Cleveland, Dallas, Los Angeles, 
San Francisco, New York, St. Louis and 
Philadelphia. 


DIEHL MANUFACTURING COMPANY 


Electrical Division of 
THE SINGER MANUFACTURING COMPANY 








@903 


New Ratings of Open Fuse 
Cutouts 


Three new units, all of which can be 
fused from one to 100 amps., are rated 
at 5000, 7500/12500 Y, and 15000 volts 
with an interrupting capacity of 1200 
amps. (R.M.S.). Both the 60-amp. and 
100-amp. cutouts are provided with a 





drop-out feature which gives linemen 
positive indication of open circuits. Fuse 
holder can be removed or installed with 
a standard switch hook, and an auto- 
matic latch prevents holder from falling 
out of support during the expulsion re- 
coil. Fuse links can be quickly and 
easily installed, and fuse-holder tubes, 
made of weather-resistant vulcanized 
fibre over which is wound linen base 
textolite, can easily be replaced without 
renewing metal parts of fuse holder. 
The 100-amp. fuse holders are inter- 
changeable, for the same voltage ratings, 
with the fuse holders used in the 60- 
amp. cutouts. General Electric Co., 
Schenectady, N. Y.—Electrical Whole- 
saling, September, 1934. 


Time Switch for D.C. Use Only 

The Form TW time switch is offered 
as a less expensive, but rugged and 
dependable unit for those installations 
where the required accuracy of timing 
does not justify the use of the manu- 
facturer’s more expensive, full jeweled 





line. Features of the “TW” switch in- 
clude: electrically wound; jeweled bal- 
ance; omitting device standard; manual 
operation without disturbing sequence; 
dustproof mounting; pryouts at bottom; 
advanced time cut-off optional; fully 
guaranteed for one year. Illustrated is 


the TW-11, single-pole, single-throw. 
Sangamo Electric Co., Springfield, Ill.— 
Electrical Wholesaling, September, 1934. 


Small Electric Brakes 


Three new brake sizes, with torque 
ratings ranging from 3 lbs. feet to 75 
Ibs. feet, are included in this new line 
of small a.c. and d.c. solenoid operated 
brakes. These torque ratings are in ac- 
cordance with NEMA standards, con- 
forming closely to the full load torque 
ratings of small standard motors. 
Brake wheel is relatively large al- 
lowing low total brake shoe pressures, 
which, distributed over the large brake 
lining area, results in low unit pressure 
on the lining and therefore long, even 
wear af the friction surfaces. Low shoe 
pressure also results in low stresses on 
all pins and pivot points, assuring longer 
wear for these parts, and allows the use 
of a small operating solenoid which re- 
quires less current, thus affecting a 
slight saving in operating costs of the 
brake. Dimensions of the a.c. and d.c. 
brakes are interchangeable, so that ma- 





provide standard 


designers can 
mounting holes and apply either the a.c. 


chine 


or d.c. brake as needed. Brake shoes 
use moulded brake lining and provide 
180° braking service. These new brakes 
are intended for applications on machine 
tools, conveyors, small hoists, dumb 
waiters, overhead door hoisting equip- 
ment, small elevators, printing presses, 
laundry equipment, and similar small 
machines where quick, sure stops are re- 
required. Cutler-Hammer, Inc., Mil- 
waukee, Wis. — Electrical Wholesaling, 
September, 1934. 


40-Watt Lumiline Lamp 


A 40-watt size has been added to the 
line of Mazda Lumiline lamps. The en- 
tire line is now available in the follow- 
ing colors: straw, orange, moonlight 
blue, emerald and pink. These lamps are 
finding a widespread application in 
many types of architectural lighting 
where space limitations necessitate a 
tubular source; in show cases, wall 
cases, and many other locations where 
a continuous line of light is desired. 
Unlike the conventional screw-base 
lamps, the lumiline may be placed end- 
to-end to produce a more nearly contin- 
uous light line with a minimum amount 
of dark area. Available in the clear bulb 
and as well as with diffusing coating, 
the newest lamp has a maximum overall 
length of 117%”, is made in voltages of 
110, 115 and 120; has a bulb diameter 
of one inch and is designed for a life 
of 1500 hours. General Electric Co., 
Incandescent, Lamp Dept., Nela Park, 
Cleveland, Ohio—Electrical Wholesal- 
ing, September, 1934. 
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BETTER LIGHT-BETTER SIGHT 
means BETTER BUSINESS 


for YOU/ 






This month the selling forces 
of the electrical industry are 
starting their drive upon a 
National Better Light—Better 
Sight Campaign. Better Light 
as an aid to Better Work will 
be the keynote of the drive. 
As never before the importance 
of the right kind of a lighting 
installation will be brought to 
the attention of industrial exec- 
utives, superintendents of pro- 
duction and others charged 
with the responsibility of effi- 
cient and profitable manage- 
ment of industrial operations. 


What Benjamin Electric 
Mfg. Company is Doing 


To make way for sales of 
Benjamin lighting equipment, 
we are pressing home to indus- 
trial executives the Benjamin 
"Six Point Plan for Getting 
Maximum Efficiency from Plant 
Lighting Systems." This plan 
tells the industrial executive in 
simple terms the places to look 
for defective lighting in his 
plant and the things to do to 
secure the benefits of increased 
production, lowered costs, few- 
er accidents and improved 
employee morale through the 
use of proper lamps and light- 
ing fixtures. 


BENJAMIN ELECTRIC MFG. CO., Des Plaines, III. 


BENJAMIN REFLECTORS 


PANELBOARDS 


FLOODLIGHTS 


LR 


us 


‘WE 30 OUR PART 


What You Can Do 


Ask us for this Six Point Plan. 
Get full information on the in- 
tensive sales promotion we are 
doing exclusively to industrial 
plants. Contact lighting serv- 
ice departments of light and 
power companies and give 
them every assistance in select- 
ing and specifying correct light- 
ing equipment. Every time you 
call at an industrial plant bring 
up the subject of "Better Light 
—Better Sight." Call attention 
to the Benjamin Six Point Plan. 
Use it as your guide in pointing 
out the places where correc- 
tions should be made in the use 
of the lighting system. 


Sell the Idea of Correct 
Lighting Equipment 


When you push the Benjamin 
line, you have every advantage. 
For every industrial location 
and operation, there is a Ben- 
jamin reflector or lighting fix- 
ture to meet the most specific 
and exacting requirement. And 
in the Benjamin line you have 
the "plus" features that make 
them distinctive and makes 
sales easier for you. 


FITTINGS 


“Type 79” Lighting Fixtures 


The patented Benjamin "Type 
79" two-piece construction is 


now available with RLM Dome, 
Shallow Bowl and Elliptical 
Angle Reflectors and also with 
the Benjamin Glassteel Diffuser. 





Specialized Fixtures 


“The Intensifier’ 
above, Explosion Proof Fixture, 


illustrated 


“Projectolite,” “Inspection- 
Lite," Gas and Vapor Proof 
Fixtures, are a few of the many 
types of Benjamin specialized 
lighting fixtures. 


New York, Chicago, San Francisco 





SIGNALS 
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Activities 





Larger Quarters for Des Roberts 

The Des Roberts Electric Supply Co., 
Lynn, Mass., will moye from 440 Union 
St. to 520 Washington St. on about 
September 15. The new quarters pro- 
vide increased warehouse space and in- 
clude a modern display room. 

F. T. Jason, formerly connected with 
the General Electric Supply Corp. in 
Boston and Springfield, Mass., is now 
manager of the company. P. E. Doyle 
is a new city salesman and Miss Ellen 
McKenney has been added to the office 
force as price clerk. 


v 


Gabel Electric Becomes 
Erickson-Speich, Inc. 

F. O. Erickson and John R. Speich, 
Jr., who have managed the Gabel Elec- 
tric Co., 143 W. 22nd St., New York 
City, for the past six years, have reor- 
ganized the firm and are now operat- 
ing as Erickson-Speich, Inc. 


v 


G. E. Supply Opens House 
in La Crosse 

A new branch has been opened by the 
General Electric Supply Corp. at 222 
Pearl St., La Crosse, Wis. P. J. 
Fischer is branch operating manager, 
reporting to district headquarters in St. 
Paul. 

v 


New Wholesaler in Greenville 
On July 15, the Graves Electric Sup- 


Greenville, S. C., by Tom H. Graves, 
formerly manager of the Westinghouse 
Electric Supply Co.’s branch in that 
city. The new firm is handling a rep- 
resentative line of appliances and wiring 
materials. 


v 


Steiner Electric Moves 
The Steiner Electric Co., Chicago, 
will move from 210 S. Desplaines St. 
to 1221 Washington Blvd., early in 
September. The new quarters will in- 
clude a model display of lighting fix- 
tures and a new display room designed 
by Carl Heinbrodt, architect of the 

Electric Association of Chicago. 


v 


Anchor Lite Holds Theater Party 


On August 26, the Anchor Lite Ap- 
pliance Co., Pittsburgh, Pa., held a 
theater party for its dealers at which 
films of the Crosley factory and broad- 
casting station WLW were shown, to- 
gether with a first run motion picture. 
During the afternoon the complete line 
of new Crosley radios was on display 
in the theater lobby. 


v 


Graybar Takes on Thor Washers, 
Royal Cleaners 

The Graybar Electric Co. has been 

appointed a national distributor for 

Royal vacuum cleaners and other elec- 

trical lines of the P. A. Geier Co., 

Cleveland, Ohio. It is reported that 





























ply Co. was opened for business in Graybar will discontinue all other 
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Standard Electric Stove Host to Salesmen of San Francisco Distributor: The 


sales force of the Geo. H. Eberhard Co., San Francisco, which recently visited 


the plant of the Standard Electric Stove Co., Toledo, Ohio. 


The names of the 


visitors are: Fred Prentice; J. E. Regan; P. F. Goertz; F. M. Bostater; F. J. Brown; 
V. E. Chamber; P. C. Tiedeman; J. H. Shinberg; H. H. Hansen; F. N. Cuthbert; 
M. J. Hughes; H. C. Hyland; A. O. Berg; W. W. Nelson, and C. A. Pierson. 





cleaners and devote its selling efforts 
to the Royal line exclusively. 

Arrangements have been made with 
the Hurley Machine Co., Chicago, 
whereby Graybar will distribute Thor 
washers and ironers in Texas, parts of 
Spokane and Tacoma, Wash., 10 coun- 
ties of New York, and Florida, Ten- 
nessee, Georgia, Mississippi and Ala- 
bama. Graybar will handle the new 
Meadows line of the Hurley Co. in prac- 
tically all other sections. 


Vv 
W. M. Ackerman Reopens 
House in Grand Rapids 


The Ackerman Electrical Supply Co., 
Grand Rapids, Mich., is now back in 





W. M. Ackerman 


business at the old location of the W. 
M. Ackerman Electric Co., 549 Pine 
Ave., N. W., which was founded 27 
years ago. Mr. Ackerman states that a 
majority of the electrical contractors 
now in business in the Grand Rapids 
area were at one time employed by this 
company. The present company was in- 
corporated in February of this year and 
is the successor to the former Acker- 
man Electrical Supply Co. which, in 
1929, won the large cabin monoplane 
given by the Temple Corp. for the larg- 
est percentage of radio sales in the 
United States. 

Officers of the new company are W. 
M. Ackerman, president and treasurer, 
J. M. Yonkers, vice-president, and C. E. 
Morgridge, secretary. 


v 


Federal Reserve Report 
Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of June: 





June 1934 with P4 

———————- | with 

Federal Reserve May | June year 
District 1934 1933 ago 
ee — 8.4/+26.5 | +63.5 


Philadelphia .... | — 3. |+14. | +28. 











San Francisco .. —12.8}+26.9 | +52.5 
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Catalog the times.... 




















COMPACT ... COMPLETE . . . CONVENIENT 


The catalog requirements of the architect, the contractor, and the wholesaler, were constantly 
kept in mind in the preparation of the Bryant 1934 Catalog. We are confident that all the 
trade will find it of handy size, complete as to data, and easy for reference. 





If you have not received your copy write our nearest office. 


3 R y A N Ft Superior ‘Wiring Devicer 
Manufactured by THE BRYANT ELECTRIC CO., Bridgeport, Conn. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE 1888 ... MANUFACTURERS OF HEMCO PRODUCTS 
NEW YORK 60 East 42nd Street . CHICAGO 844 West Adams Street . SAN FRANCISCO 149 New Montgomery Street 
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Manufacturers’ News 





Spangler Promoted Again 
by National Carbon 

The National Carbon Co., New York 
City, has announced the promotion of 
John M. Spangler to the position of 
general sales manager. 

This promotion is the latest of a se- 
ries of advances which began almost 
with Mr. Spangler’s initial connection 
with the National Carbon Co. in 1915, 
Previous to that, he had devoted two 


years, following his graduation from 





John M. Spangler 


Penn State College, to railroading with 
the New York Central, where he was 
connected with the signal department, 
chiefly in Albany and Rochester, N. Y. 

His effort to get wider sales experi- 
ence, and his transfer to National Car- 
bon, led to his assignment as a sales- 
man in the company’s railroad depart- 
ment. Three years later he had risen 
to the managership of the railroad di- 
vision at Cleveland. 

In 1923, Mr. Spangler went to Chi- 
cago to take over the direction of west- 
ern division sales. A few months later 
he became manager of the western di- 
vision, one of the three national organ- 
ization units of the company. He re- 
mained in Chicago in this capacity 
until 1930, when he took over the man- 
agement of the eastern division in New 
York. Later he became associated with 
the general sales division, and was made 
assistant general sales manager a year 
ago. 


v 
Richards Adds to Territory 


Effective August 1, George Richards 
& Co., manufacturers’ representatives 
of Chicago, added the states of Kansas, 
Nebraska, Missouri and Arkansas to 
their present territory. Sidney Neese, 
who is well known among the trade in 
the middle west and who has had many 


years’ experience handling rigid conduit, 
armored cable, outlet boxes, etc., has 
been added to the Richards organiza- 
tion and will cover the new territory. 
v 
Mansfield Electric Hardware 
Bought by All-Steel-Equip 

The Mansfield Electric Hardware 
Co., Mansfield, Ohio, was taken over 
by the All-Steel-Equip Co., Aurora, 
Il., on July 15. While the Mansfield 
lectric Hardware Co. has been dis- 
continued, the All-Steel-Equip Co. is 
maintaining a complete stock of all of 
its products at Mansfield, Ohio, in or- 
der that it may better serve the whole- 
salers in that territory. 

H. L. Breitenstein, sales manager of 
All-Steel-Equip, announces the recent 
appointment of two new sales represen- 
tatives. W. M. Sanderlin, Seattle, is 
now covering the northwest and C. C. 
Pierce is handling the Boston territory. 

v 
E. A. Sipp Goes With Burgess 


E. A. Sipp, until recently manager 
of the Lighting Division of Pyle-Na- 
tional Co., has become associated with 
the management of the Burgess Battery 
Co. and C. F. Burgess Laboratories, 
Inc. Mr. Sipp will maintain his head- 
quarters in the offices of the Burgess 
organizations at 111 West Monroe St.. 
Chicago. 

v 
Trav-Ler Manufacturing Com- 
pany Sold to Chicago Firm 

Harold J. Wrape, president of the 
Benwood-Linze Co., St. Louis, has an- 
nounced that he and his associates have 
disposed of the Trav-Ler Manufactur- 
ing Co. to Max Hoffman of the Hoff- 
man Manufacturing Co., 1400 S. Mich- 
igan Blvd., Chicago. The business of 
the Trav-Ler company will hereafter 
be conducted from Chicago. 

v 
Curtis Lighting Holds 
Sales Conference 

Creative selling was the keynote of 
a conference of its sales representatives 
held by Curtis Lighting, Inc., at its 
plant in Chicago, from September 4 
to 6. About 60 salesmen from all sec- 
tons of the country attended. 

v 
Wood's Eagle Returned 


The Blue Eagle of the C. D. Wood 
Electric Co., New York City, which 
was ordered returned to NRA because 
of violation of the Electrical .Manu- 
facturing Code, was, last month, re- 





stored by General Johnson as assur- 
ance had been made to NRA that this 
manufacturer was now complying with 
the Code. 

v 


Wickenheiser Opens Agency 

W. J. Wickenheiser, for many years 
branch sales manager for the Square D 
Co. in the New York area, announces 
his entrance into the agency business. 
He will act as representative for sev- 
eral non-competing electrical lines and 
effective August 1, took over the ex- 
clusive representation in the Metropol- 
itan area, for the ABolite Reflector Co., 
West Lafayette, Ohio, and the Amer- 


ican Electric Switch Co., Minerva, 
Ohio. Mr. Wickenheiser expects to 
take on additional lines in the near 
future. 

Vv 


Hopkins is Vice-President 

of Great Western Fuse 
In last month’s issue of ELECTRICAL 
W HOLESALING, it was incorrectly stated 
that the Great Western Fuse Co. was 
established by F. C. LaMar and A. F. 
Daum in 1909. Mr. Daum was a pre- 
vious business associate of Mr. LaMar. 





P. J. Hopkins 


P. J. Hopkins, first vice-president of the 
Great Western Fuse Co., was Mr. La- 
Mar’s original partner when this firm 
was first organized in Pittsburgh. 


v 


Frank H. Barber to Represent 
Whitney-Blake in Chicago 


The Whitney-Blake Co. announces 
that effective September 1 Frank H. 
Barber will act as their western repre- 
sentative with offices in Chicago. 

Mr. Barber has been active in the 
electrical manufacturing and wholesal- 
ing fields for many years. In 1904 he 
entered the shipping department of 
Western Electric at Kansas City and 
was transferred to Oklahoma City, Salt 
Lake City, Dallas and finally to New 
York. For several years he has occu- 
pied the position of merchandising pro- 
duction manager with Graybar. 
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Champs of the Lamps: When these boys 
turn in their orders, the world will be 
that much brighter. On the right is 
Clarence C. Hancock, in charge of the 
lamp department at Glasco Electric Co., 
St. Louis. With him is Bill Lehman, 
National Lamp Works salesman and 
noted soccer player. Bill recently re- 
turned from a leave of absence which 
took him to Europe with the National 


Champion Stix, Baer and Fuller eleven of | 


St. Louis. 





Members of Code Authority for 


Electrical Manufacturing Industry | 


Members of the Code Authority for 
the Electrical Manufacturing Industry, 
as officially announced by NRA, are as 
follows: 


Wylie Brown, New York; A. D. | 


Byler, Chicago; Clarence L. Collens, 


Cleveland; J. R. Cook, Hartford; H. B. | 


Crouse, Syracuse; R. Edwards, New 





IREMOLD ZONE 


NO. 1 OFA SERIES ON WIRING OPPORTUNITIES 











ZHE 4- F\ELOS 
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Pre aise COMMERCIAL INSTITUTIONAL ape 
‘RING WIRING WIRING WIRIN 
FIELD FIELD 


=AOLD_ZONE IN EVERY FIELD OF PRae 
77 


Se PRACTICS 








CE? 





Sooner or later 
every wiring job 
comes to the surface 
as a problem! 


York; Otto H. Falk, Milwaukee; F. R. | 


Fishback, Cleveland; R. H. Goodwillie, | 
Yonkers; F. C. Jones, New York; B. | 
W. Kerr, Greensburg, Pa.; A. L. Lin- 

demann, Milwaukee; F. W. Magin, | 


Milwaukee ; George W. Mason, Detroit; 
F. A. Merrick, East Pittsburgh; S. L. 
Nichelson, New York; C. L. Pierce, 


Jr., Pittsburgh; D. G. Phelps, Hart- | 


ford; P. B. Postlethwaite, St. Louis; 
Walter Robbins, New York; R. J. Rus- 
sell, St. Louis; E. O. Shreve, Schenec- 
tady; W. B. Sprackling, New York; 
Charles H. Strawbridge, Chicago; Ger- 
ard Swope, New York; J. S. Tritle, 
East Pittsburgh; J. H. Trumbull, Plain- 
ville, Conn.; H. S. Walker, Consho- 
hocken, Pa., and J. P. Wright, Newark, 
Del. 
v 


H. H. Roberts Forms 
Lighting Sales Agency 


Hamilton H. Roberts, for the past 10 


years New York sales manager for the | 


Wheeler Reflector Co., has organized a 
new sales agency, H. H. Roberts & Co., 
Inc. Several manufacturers of light- 
ing equipment, whose combined lines 
will cover the entire lighting field, will 
be. represented. Offices and warehouse 
stocks will be maintained at 142 Duane 
St., New York City, and the new firm 
will be able to prepare specifications 
and layouts and to furnish the complete 
equipment for lighting installations. 


YISE contractors, engineers and architects do not 
try to avoid or evade this problem. Instead, 
they undertake to meet it intelligently. 


F irst—as a matter of foresight—by planning 
and installing each wiring job so that inevitable 
changes in and extensions from each circuit 
can be made with the least trouble and expense. 


Second—as a matter of skillful practice— 
by making these changes and extensions, when 
the need finally comes, without muss or fuss 
or interruption of business. 


In both cases Wiremold 
provides the simple and 
practical answer! 


For there is a Wiremold ZONE OF USEFULNESS, 
of economy, of convenience — in every field of wiring 
practice. 


THE WIREMOLD COMPANY, Hartford, Connecticut 
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Now approved for use with 


PROTECTIVE 
SIGNALLING 
SYSTEMS 


The Underwrit- 
ers have now 
approved AN- 
SONIA bells 
for use with 
protective signalling — sys- 
tems. These bells have prov- 
en their dependability for 
the most exacting service 
applied to fire alarms, sprin- 
kler alarms, police signals, 
and any other systems 
where reliability and long 
life are de- 
manded for 
operation on 
either direct 
or alternating 
current. 





No, 642 





No, 643 


Manufactured 
by 


THE ANSONIA ELECTRICAL CO. 
ANSONIA, CONN. 


Manufacturers of 


ANNUNCIATORS—BELLS—PUSH BUTTONS 
WEATHER-PROOF AND SLOW-BURNING 
WIRE AND CABLE 
MAGNET WIRE—ANNUNCIATOR WIRE 
DAMP-PROOF OFFICE WIRE 
ANTENNA WIRE 


SEND FOR FREE BULLETINS 








The Ansonia Electrical Co., 
Ansonia, Conn. 
Gentlemen: 


Send me copies of your free bulletins 
and price lists of Ansonia annunciators, 
bells, and pushes. It is understood that 
I incur no obligation whatsoever. 


Pe ere yr Tee ee eT ee ee 


Company 


Street 


City 
EW934 














Personals 





H. C. Gump, for the past 11 years 
with the Graybar Electric Co., has 
joined the sales staff of the Hatfield 
Wire & Cable Co., and will assist J. S. 

| Jacosson, district manager, in the mid- 
dle west territory. 

A. S. IsHAm has been added to the 
sales organization of the Hampden Elec- 
tric Supply Co., Springfield, Mass., to 

| travel western Massachusetts. 

| Srmon C. Deves is a new city sales- 
| man with the Electric Supply Co., 

Grand Rapids, Mich. 

| D. P. Taytor, formerly with the 
| General Electric Supply Co. Tampa, 
| Fla., is now selling for Woodward 
| Wight Co., Ltd., New Orleans, La. 

Gro. W. McDowE t, lighting fixture 
specialist, is now connected with the 
Economy Electric Supply Co., Atlanta, 
Ga. W. S. NAs#H is a new counter 
salesman. 

Epw. MATHEWws is the new treasurer 
of the Sager Electrical Supply Co., 
Boston, Mass. Among the salesmen re- 
cently taken on are E. Piccott and A. 
MAxweELL who will handle suburban 
Boston, J. MACDONALD, covering west- 
ern Massachusetts, and J. STONE, trav- 
eling southeastern Massachusetts. 


CLAUDE SAxoON, a new specialty 
salesman with the Southern Minnesota 
Supply Co. Mankato, Minn., will cover 
the company’s entire territory.  S. 
CROOKER, counterman and stock clerk, 
has just joined this company. 

R. D. Pirarp is taking care of city 
sales for the Interstate Electric Co., 
New Orleans, La. 

DonaLp B. GALBRAITH, who has been 
associated with the Roland T. Oakes 











Sales: E. C. 


| Hot Weather Boosts 
Sharpe, assistant sales manager, and 
E. J. Aubrecht of the Minneapolis Gray- 
| bar Co., are “smilin’ through” in their 
shirt sleeves while the thermometer 
reaches a new high for this section. 
The fan business is good, thank you. 








New Golfing Aid: B. P. George, sec- 
retary of the Electrical Credit Associa- 
tion, is seen here having his nerves 
steadied for an important shot by the 
music of the Three Flashes at the an- 
nual golf tournament of the Chicago 
Electrical Wholesalers Association. 





Co., Holyoke, Mass., for the past 10 
years, has been transferred to the sales 
force to fill the position made vacant 
by the recent death of CHARLES REED. 

Dat Waitt is traveling the western 
Michigan territory for the Ackerman 
Electrical Supply Co., Grand Rapids, 
Mich. 


Harry LENKRANTz is handling the 
Manhattan territory for the Hobb Elec- 
trical Supply Corp., New York City. 
Jack Davis has been appointed store 
manager at the company’s 3lst St. 
branch and Morris BarsHay will have 
charge of the lamp department. 

F. B. Haw has been elected treas- 
urer of the Haw Hardware Co., Ot- 
tumwa, lIa., replacing the late H. P. 
Cott. 

W. H. WuitwortuH, former electri- 
cal inspector for the city of Tulsa, has 
joined the sales staff of the Electric 
Supply Co. of that city, and will call on 
the electrical contracting trade. 

L. T. STANLEY is now covering west- 
ern counties in Vermont for the Sacan- 
daga Electric Co., Ft. Edward, N. Y. 

S. H. Hosusu will travel southwest- 
ern Wisconsin for the Lappin Electric 
Co., Milwaukee, Wis. 

Miss B. GotpBerc has been made 
secretary-treasurer of the Gold Seal 
Electric Supply Co., Philadelphia, suc- 
ceeding the late Sipney GoLpBERG, who 
passed away on June 5. 


Obituary 


J. K. MacCarthy 


J. K. MacCarthy, since 1928 a dis- 
trict manager for Kelvinator Corp., 
died suddenly at his home in Raleigh, 
N. C., on August 14. He was 37 years 
old and had been continuously asso- 
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ciated with the sale of electrical prod- 


ucts for the past 21 years entering the | 
electrical industry with his own appli- | 


ance shop at the age of 16. 

In 1926, after having served as a Kel- 
vinator distributor and a farm lighting 
equipment salesman, Mr. MacCarthy 


was selected by Kelvinator to fill a field | 


representative vacancy with a district 
office in Raleigh. Two years later he 
was made a district manager, covering 


Raleigh and Greenville, N. C., and Co- | 


lumbia and Charleston, S. C. 
Vv 
P. W. Farnham 


P. W. Farnham, president of the Da- 


kota Electric Supply Co. of Fargo, N. | 
D., an active member of the Minnesota | 


Electric Council, was drowned on June 


17, while on a fishing trip near Detroit | 


Lakes, Minn. 
v 


Charles W. Reed 


Charles W. Reed, who had been ac- 
tive in the electrical trade in central 


Massachusetts for over 16 years, was | 


struck by lightning while playing in a | 
ys - oe | What to do! 


golf tournament at the Ludlow Coun- 
try Club. For the past six years, Mr. 
Reed had been connected with the Ro- 
land T. Oakes Co. of Holyoke as in- 
dustrial specialist. 

Vv 


H. P. Colt 


Colt, treasurer of the Haw 
Hardware Co., Ottumwa, Ia., passed 
away on July 16. Mr. Colt entered the 
employ of the company as a bookkeeper 
in 1893 and was made treasurer in 


1910. 


mF, 


Just a Few of the Many: The fish 


shown are merely the ones reserved for 


a shore dinner eaten by the fisherman. | 


The remainder of the catch had already 


been hauled away by the two-ton truck. | 


The proud group includes Ben Cohen, 


of the Glasco Electric Co., St. Louis; | 
George (“Toots’’) Albiez, of the Engle- 
wood Electrical Supply Co., Chicago; | 


“Spike” Kelly and “Bill” 
manufacturers’ agents. 


Steinmetz, 





WHAT TO DO! 


Your job, Mr. Buyer, is a tough one . . . from all sides comes the same 
story ... best, best, best, best . . . and yet you know that all Friction 
or Rubber Tape can’t be best. 


If your tape profits are not up to expectations or sales volume is down, 
consider the DUTCH BRAND way of deciding on the tape that will 
be more profitable for you to handle. . . make an actual test. DUTCH 
BRAND Friction and Rubber Tapes are sold on their ability to make 
a profit for you... and, of course, satisfy your customers. We are ready 
to stand or fall absolutely by your single experience with a reasonable 
stock order of DUTCH BRAND Friction and 
Rubber Tapes... and we promise you that your 


















wh, experience will not be a losing one. 
 OnMy = z 
eter Why not give your salesmen an opportunity to 
< . ‘“ 
S show you what they can do with an “Extra-Ser- 


vice” product. Write us... no obligation. Just 
say you are interested and we will tell you about 
an ideal tape set-up. 

World Wide Distribution Through Jobbing Channels 


VANCLEEF BROS. 3: 

e 1910 

Manufacturers Friction and Rubber Tape and Soldering Paste 
Woodlawn Ave., 77th to 78th Streets, Chicago, U.S. A. 


DUTCH BRAND THE JUMBO PACKAGE 
SOLDERING Contains 10 standard No. 8 
PASTE rolls. The economical way for 
Ascientific mixture repairmen, electrical contract- 
—non- corrosive. ors and industrial users to pur- 
Cleans as it works. chase Friction Tape, where in- 
dividually cartoned Tape is not 

required. 








DUTCH BRAND 
RUBBER 
INSULATING TAPE 
Fuses instantly with 
out heat. Molds into 
one solid piece. It 
s-t-r-e-t-c-h-e-s without 
breaking because it 
contains more live, new 












The new, original DUTCH 
BRAND Friction Tape Dis- 
penser ... the modern way 
to sell more Friction Tape. “ 


wal [0 on A a OO OT 
See the DUTCH BRAND EXHIBIT a# A CENTURY o/ PROGRESS -CHICAGO-1934 
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free, easy cutting 





and flawless threads 


Every length of Fretz-Moon Rigid Conduit is per- 
fectly threaded at each end for fast fitting, yet in 
every installation it is necessary to cut and thread 
where short lengths are required. 

When a short length is needed, Fretz-Moon 
Conduit may be cut and threaded with remarkable 
ease. The steel of which it is made is a special grade that affords high 
strength to meet the requirements of all types of installation, and uniform 
structure that threads like soft metal. The threading die runs smooth and 
true, cutting sharp, clean, accurate threads every time—for the free-cutting 
quality of Fretz-Moon Conduit is uniform throughout every length. And 
because it is exclusively made by the scientifically-controlled “continuous 
process,” it is absolutely free from hard or “burnt” spots that might 
cause threading trouble. The outstanding advantages of Fretz-Moon Con- 
duit make it a profitable, easy- 


selling item for the Electrical STEEL AND TUBES, INC. 
Wholesaler. Write us today CLEVELAND e« « e OHIO 
for further information. EXCLUSIVE SALES AGENTS 


FRETZ-MOON 


R/IG/D CONDUIT 




















A Popular Credit Manager: One of 
the best-liked credit men in the Port- 
land, Ore., territory is W. R. Bruce, 
credit manager of the General Electric 
Supply Corp. Last year, Mr. Bruce was 
president of the Portland Association 
of Credit Men, and its adjustment bu- 
reau. He has been on the association’s 
board of directors for five years. All 
told, he has been with the General Elec- 
tric Supply Corp., and its predecessor, 
the Pacific States Electric Co., in San 
Francisco, for 12 years. 





It Pays to Concentrate on 
Logical Retail Outlets 
(Continued from page 9) 


we like to work with; the kind that 
we consider our key dealers. Their 
success is not usually confined to one 
or two items. They can make a go of 
a complete line of appliances unless 
some particular local situation makes 
it hard to sell some particular item. 
They will pay you good dividends in 
the form of orders for the time and 
effort that you give them. 

It is impossible to label one type of 
dealer as the best prospect for the sale 
of washers; another, vacuum cleaners; 
and still another, fans. It has been our 
experience that a good dealer can sell 
almost anything. His success with a 
particular item will depend largely on 
how much interest and effort he wants 
to put behind it. 

So we are building our business by 
concentrating our efforts at both ends. 
On the one hand, we are seeking ex- 
clusive distribution of the lines of 
medium-sized manufacturers. On the 
other, we are promoting the sale of 
this merchandise only through chan- 
nels that are properly equipped to suc- 
cessfully sell it over a period of time. 
By such policies, we feel that we can 
better perform the wholesaler’s func- 
tion for both our manufacturers and 
our dealers. 


v 


Radio Sales Should Hit 
New Peak in 1934 
Interest in radios has reached the 
highest point in several years, and in- 
stead of a summer lull the trend of sales 
is continuing steadily upward, accord- 
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ing to a survey of the industry by Dun 
& Bradstreet. Wholesale and retail 
volume during the first six months rose 
50 to 75 per cent above the comparative 
months of 1933, with some of the large 
distributors increasing their business 
from 100 to 150 per cent. 

Based on the advanced inquiries for 
new merchandise the volume for the 
second six months of the current year 
is predicted to run ahead of the com- 
parative figures for 1933 by 25 to 40 
per cent. If this is accomplished it will 
bring sales for 1934 to an estimated 
total of 4,550,000 sets, as compared with 
the record peak year of 1929 when 
4,338,000 sets were sold. 

Prices are expected to advance, ac- 
cording to the report; the leading man- 
ufacturers holding at present to the code 
prices, but any alterations in present 
listings are expected to be in an upward 
direction. 


¥ 


Westinghouse Launches Drive 
on Lighting Sales 


The lighting division of the West- | 


inghouse Electric & Mfg. Co. and the 
Westinghouse Lamp Co. have com- 
bined forces for concerted and scien- 
tific cultivation of the commercial and 
industrial lighting market. 

Approximately 500 dealerships will 
be established to sell better lighting for 
factory, office, store and home. In the 
past, dealers have sold fixtures and 
equipment. In the future they will sell 
“lighting” according to present educa- 
tional standards. Westinghouse dealers 
will be provided with light meters and 
special demonstrating equipment by 
which individual surveys will be made 
and proper needs of every room deter- 
mined. Dealers will include public 
utilities, lighting specialty houses, con- 
tractor dealers, and stores. 








Recalls the Fair of ‘93: Before going 
into business for himself in 1912, C. M. 
Price, president of the Price Electric 


Co., St. Paul, was manager for the 
Graybar Co., then known as Western 
Electric. Mention of the present world’s 
fair in Chicago recalled to Mr. Price 
events during the fair held 
1893, at which he met the late Thomas 
Edison, who was displaying some of 
his “newfangled” inventions. 








there in | 


NOMA 


plays ball mith the 
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Ne. 3010 
A NEW DEVELOPMENT 

7-light multiple burning indoor 
set. Equipped with an extension 
device for attaching additional 
sets. Adjustable berry beads hold 
lamp and socket in position de- 
sired. Each C7% Mazda lamp 
burns independently —no more 
hunting for burned-out lamp. 
The perfect DeLuxe set for in- 
door decorating in the home, 
store or display window. 





No. 3005 

LATEST OUTDOOR SET 
7-Light Outdoor Multiple Outfit. 
Noma Add-on extensi qr 
tor for attaching additional sets. 
Thoroughly weatherproofed for 
outdoor use. Through-wire Red- 
Cap sockets for straight line dec- 
orating. Spring Contacts keep 
lamps from becoming loose—no 
more loose lamps to tighten. 
Each lamp burns independently. 
Equipped with inside colored 
Mazda lamps. Ideal for all deco- 
rations requiring reliable sets 
that can withstand severe weather. 





Yo Uu know you’re 


protected when you deal with 
us. To back up fine merchan- 
dise, unique patented features, 
fair profit set-up, strong dealer 
helps . . . . and a consumer ac- 
ceptance that makes NOMA 
your one best bet anyway .... 
we assure the jobber of honest 
cooperation in the matter of 
whom we sell and how. So... 
the best Christmas lights are 
the BEST for you to handle. 
ARE YOU ALL SET? 


SPECIAL NOTICE—PATENT ENFORCEMENT 


Notice is 
patents are the exclusive property 
Electric Corp. All infringers wil 
ately and vigorously prosecuted. 
No. 
Berry 


No. 1,611,836—Adjustable 


user of set to fasten lamp and socket in any 


position desired. 





hereby given that the following 


1,512,888—The Extra Extension which per- 
mits the connection of one set to another. 


No. 1,427,489—The Straight-Line 
Christmas outfit with the plug on one end and 
Extension Connector at other end. With this de- 
vice sets can be connected to form one continu- 


series type 
of the Noma 


1 be immedi- 


ous line. 


Bead enables No. 1,751,842—The Current Tap that always pro- 


vides an open outlet. 


NOMA ELECTRIC CORPORATION 


524 


‘MAZDA LAMPS 


Broadway, New York 
NOMA PRODUCTS 


are used in 
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r TOM THUMB 
UTILITY 
wry OuUTLET 


Latrobe has designed the No. 330 Tom Thumb Utility Outlet especially 
for use in wood floors, mantels, baseboards, show windows and other in- 
stallations that are free from 
moisture and mechanical injury. 
It is a neat, compact general 
purpose outlet that is easy to in- 
stall without special tools. No 
superfluous parts to lose or come 
loose. Ideal for home or small 
store where a neat serviceable 
outlet is required that can be 
installed quickly without marring 
the finish of the woodwork. 







seepeueee AG 
' S 
ad 


FULLMAN MFG. CO. 


° LATROBE, - °- © = PA. © ° 
Manufacturers of Quality Floor Boxes and Wiring Specialties 




















Simplex 
$18.95 % 


Famous for Its Fine Tone 


A Model for Every Need 


Home 


Farm 


Automobile 


110 Volt AC-DC 
2 Volt Battery 6 Volt Battery 


32 Volt Automobile 


The Simplex Radio Co. 


Sandusky, Ohio 
— oe 











Ideal Wire Connector Patents 
Again Upheld 

In the injunction rendered on June 
8, 1934, by the United States District 
Court, Southern District of New York, 
the Ideal Commutator Dresser Co., 
Sycamore, Ill., was again successful in 
protecting their wire connector against 
infringement. 

The court “commanded and_ en- 
joined” both John H. Parker and the 
corporation, Union Insulating Co. to 

. desist from making, using and sell- 
ing any devices embodying the inven- 
tion of said letters patent, such as de- 
scribed and claimed in said letters pat- 
ent.” 

The licensor states that the only con- 
nectors legitimately sold under the above 
patent are marketed by the five follow- 
ing manufacturers: 

Trade name 

Bryant Electric Co.......... “Bryant” 

General Electric Co........... ba Te at 

Ideal Commutator Dresser Co.. . “Ideal” 
Weiss @& ‘Titeeter, THC... ok. cece ee 

rer Cyr ee “Simplex” and “Conex”’ 

Wireeeees AS ois SES “Wiremold” 


v 


National Housing Act Discussed 
at G. E. Conference 

Distributors of the Merchandise De- 
partment of the General Electric Co. 
who attended ‘(Camp Merchandise” in 
Bridgeport last month were urged to 
actively get behind the Administration’s 
housing and modernization program by 
Frank W. Hall, manager of construc- 
tion materials sales. 

“Without question, there are more 
homes, commercial and industrial build- 








Finds Business Better: Sam Kaplan, 
president of the Kaplan Electrical Sup- 
ply Co., Chicago, tells us that business is 
better this year than it has been for sev- 


eral years previous. Profits are better 
too, due to cooperation within the indus- 
try. Mr. Kaplan has been at this location 
for 20 years, five as contractor and the 
remaining time as wholesaler. 
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Sells by the 100,000 Feet: 
lisch, city sales manager, Revere Electric 
Co., Chicago, is inspecting this unique 
display board of metal lath on which are 


R. A. Tel- 


mounted oval tube fittings. He recently 
wrote an order for 130,000 feet of this 
material. 


ings in need of repair and modernization 
today than ever before,” said Mr. Hall. 
“The government has an attractive 
offer to make to Mr. Building Owner 
who will take advantage of the low in- 
terest rates and long period of amortiza- 
tion. How then can the electrical con- 
tractor be sure of his share? By keep- 
ing his eyes open to every building or 
modernization project in his territory. 
Also, by suggesting to building owners 
the need for electrical improvements. 
“We are ready to cooperate with dis- 
tributors and electrical contractors in 
helping them to obtain their share of 
the available business. I believe that 
the National Housing Act, augmented by 
the general wave of improved condi- 
tions, offers possibilities for the great- 
est era of prosperity yet experienced. 
However, it will be a sounder pros- 


perity devoid of speculative and gam- | 


bling schemes which undermined our 
business structures only a few years 
ago. It will develop slowly but surely 
with a firm underpinning which will im- 
part to all business and the nation as a 
whole, a sense of security such as we 
have always hoped for.” 


v 


Complete Price Protection 
Announced by National Union 


Complete dealer protection against 
price decline has been announced as a 
new basic policy by National Union 
Radio Corp., New York City. This 
move is described as a radical depar- 
ture from the company’s previous price 
decline policy which only gave three 
weeks’ protection to the dealer on his 
shelf stock. 

The new complete protection plan has 
no time limitation whatsoever and af- 
fords to National Union service-dealers 
complete insurance against loss on all 
shelf stock inventory at the time of 
any decline in radio tube list prices, 
according to the manufacturer’s an- 
nouncement. 











TELL THE ELECTRICAL CONTRACTORS ABOUT THIS-- 


SAVE TIME AND TROUBLE 


in concrete construction— 


NEW APPLETON comsination 
CONDUIT ANCHOR OUTLET BOX 


FIXTURE SUPPORT UNIT 
and BUSHLOCK 


(Licensed under U. S. Pat. Nos. 1,749,725, 1,828,876. 


Other Patents Pending) 





No. 7065 Bushlock 
%” x %” size 





No. 7066 Bushlock 
%” size 





No. 7060 Appleton Conduit Anchor Fixture 


Support Unit 


Here is a new opportunity to cut costs. 
With this new Appleton Conduit Anchor 
Fixture Support Unit, having 3%” knockouts, 
together with either 34” or '/2” x %4” bush- 
locks, it is now possible to order one size 
for all combinations. 


The complete unit is nailed to the form; 
the Bushlocks are attached to the conduit 
ends, and the conduits are inserted into the 
knockouts; the Anchor is turned down over 
the Bushlocks, securely anchoring the con- 
duits, the outlet is bushed, an unlimited fix- 
ture support is obtained, and a positive and 
permanent conduit ground provided. 


Labor costs are saved, such as rechecking 
of marks made by the layout man; time of 
man holding reinforcing rods and conduits 
while another man reaches underneath to at- 
tach the bushings, replacing of conduits 
knocked out of position, time required in 
watching conduits and outlets while the 
concrete is being poured. 


7060 Unit, Nos. 7065 and 7066 Bushlocks 
showing method of application 


No. 


Write for complete information 


Sold through Jobbers 


Peses ess eeeee ee ee e888ee88 728 


: Appleton Electric Company (C.A.F.S.—934) 
4 1734 Wellington Avenue 
Appleton Electric Co. =! cies. iinis 
1734 Wellington Ave., Chicago, U.S.A. ¥ Please send me intermation on new Appleton Com- 
Wee Ws a es ks dX 150 Varick St. A 
Los Angeles............ 340 Azusa St. MINE teach calennnii'>ssksinljiclilatgieadiadas 
San Francisco.......... 655 Minna St. Gd 
St. Louis............ 420 Frisco Bldg. ee Mec. .  aenuagucences teeehinabnaseset 
Detroit.......... 7724 Woodward Ave. : 
Philadelphia............. 530 Arch St. ee ee ee eee Ga sii dcseces ; 
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Levetter 


\\Comrd 8) | 


McGILL 
i 2-Circuit 
3 AMIP 12s vorTs cowiteh 


Here is a new model in the reliable McGill Levo- 
lier Line of Switches—designed to control the two 
filament lamps. The size is exactly the same as the 
well known Levolier No. 61 switch. It incorpo- 
rates the lever operating mechanism and the easy- 
to-wire features found in all Levolier switches. 
The market for the new three-light-level, two- 
filament lamps is extensive, so you will find many 






for the new 
three light 
Lamps 


Reasonable opportunities to utilize this new No. 201 Levolier 
° two-circuit switch. It will give you an opportun- 
in Cost ity to build up an additional volume of profitable 


business. 


oe 

An 
Unusually 
Wide Range 
of Usefulness 


Write us for complete information and price 
on this new No. 201 Levolier. 


7) MCGILL /|'> 


MANUFACTURING CO. | w==3= 


Partatie 
Wall Guards 
Cotarvng F rust 






ESTABLISHED 1904 
VALPARAISO - IANA 
Box No. 636 


SHERMAN 


RIGID GROUND 


FITTINGS 


Approved 
|The SHERMAN Rigid Ground Fittings 


|are made to give you perfect conduc- 
tivity, ease of installation and great flex- 
ibility—Can be used with flexible wire, 
bare wire or rigid conduit. Made for 
both soldered or solderless installations. 


GF4 


Fitting is 




















This 


bare or insulat- 
ed wire handling 
sizes in range 
from No. 4 
stranded to No. 
8 wire. The 
No. 4 wire need 
not be bent in 
assembly as snubbing action of indented 
| groove in assembly assures a tight con- 
| tact. Bosses on sides of bolt slots for 
| clamping pipe prevent lock washer from 
slipping out while assembling. Has 
slotted pipe clamp jaws which are re- 

with ground rod. 


, | versible for use 
- | Sherman makes a complete line of 6 
|rigid ground fittings to fill any re- 
305 EAST 451m STREET, | duirement. 
new YORK iH. B. SHERMAN MFG. CO. 


| BATTLE CREEK, MICHIGAN 
Agents Everyustiere | 


nECTORS 
























designed for) ° 





Recent Trade Literature 


PitTTsBURGH REFLECTOR Co., Pitts- 
burgh, Pa.—‘The Silent Partner,” a 
12 page illustrated brochure, size 13% 
by 10%, for store lighting prospects, 
also Catalog 36, “Permaflector Light- 
ing,’ Catalog FL-1, Floodlights and 
new bulletin on Permaflector Lumi- 
naries. 


PorcELAIN Propucts, INnc., Parkers- 
burg, W. Va.—‘Distribution Cutouts,” 
a 16 page illustrated catalog of this 
manufacturer’s complete line of en- 
closed type distribution cutouts and ac- 
cessories. 


GENERAL Evecrric Co., Schenectady, 
N. Y.—Catalog GEA-602D (162 pages, 
illustrated) contains information, in- 
cluding dimensions, on standard lines 
of electrical measuring instruments for 


switchboard, portable and laboratory 
use. » 
Bryant Exvectric Co., Bridgeport, 


Conn.—Catalog No. 34 covers the com- 
plete Bryant line and includes many 
new listings. It is described as “a new 
textbook of wiring devices.” Is fully 
illustrated and has essential dimensional 
data and wiring diagrams. 


GENERAL CABLE Corp., New York 
City.—Sixteen-page bulletin gives de- 
tailed specifications of “Safecote” build- 
ing wires and cables. 


WESTINGHOUSE LAMP Co., Rocke- 
feller Plaza, New York City.—‘‘Old 
Eyes in Young People,” by Dr. How- 
ard Haggard, a 30-page illustrated bro- 
chure, describes how the eye functions 
and explains the need for adequate 
lighting in maintaining good vision. 
Available in quantities to wholesalers 
and dealers at a nominal cost. Sample 
copies gratis. 








TE TO INCREASE PROFITS 
INVESTOATE 


iOS TERI” 


THREADING ANG CUTTIMG OFF 
MACH I MES 











A Timely Reminder: 


electric wall clock in the city sales room 


Underneath the 
of Revere Electric Co., Chicago, is 
mounted a framed statement which em- 
phasizes increased profits to the con- 
tractor through the use of pipe cutting 
and threading machines. 








September, 1934 
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Issues New Catalog: David C. Lappin, 
president of the Lappin Electric Sup- 
ply Co., Milwaukee, has just issued a 
new catalog, and is seen here in his 
shirt sleeves handling the better busi- 
ness coming his way. 





Dayton RusBBer Mrc. Co., Dayton, 
Ohio.—Complete catalog (16 pages) 
covering V-Flat belt drives up to 300 
h.p. for use in general industrial service 
where large speed ratios and very short 
centers are involved. 


Wiremotp Co., Hartford, Conn. — 
‘Wholesalers’ Compensation Sheet and 
Net Price Sheet No. 24,” covers Wire- 
mold raceway, lighting strip and fittings. 


v 


New G-E Radio Models 


Twelve new models, featuring stand- 
ard and short-wave reception in every 
set plus “all-wave” and _ additional 
tuning-bands in eight of the models are 
included in the 1934 Fall line of G-E 
radios recently announced by General 
Electric’s Merchandise Department, 
sridgeport, Conn. In addition, 19 mod- 
els previously announced will be con- 
tinued into the new season. 





Classified Ads 








Men Available 


Manufacturers’ Agent: Wants lines of 


conduit, wire, cable, switches and panels. | 


Has 14 years’ experience covering all of 


New York State outside of New York 


Address Box 


City. Travels two men. 
520 N. 


91, ELecTRICAL WHOLESALING, 
Michigan Ave., Chicago, Ill. 


Positions Available 


Salesman Wanted: Living in Cincinnati | 


or vicinity to sell conduit, wire, boxes 
and other construction materials. Will 
handle all sales in southern Ohio out of 
Cincinnati office. Must be well acquainted 


with wholesalers, industrials and manu- | 


facturers. Reply strictly confidential. 
State age, experience, former connections 
and all other essential information. Ad- 
dress Box 92, ELEcrriICAL WHOLESALING, 
520 N. Michigan Ave., Chicago, III. 


NON 


OLUW LAMPO 


gain wider use than ever 


i f gee 
2 Watt 115 Volts S14 Bulb 
Finish—Clear, Sprayed Red orYellow 





a 


G10 Bulb 


1 Watt 115 Volts 





% Watt 115 Volts G10 Bulb 
Supplied in 1.0 Watt for 220 Volts 





wml Ca 


% Watt l5 Volts 14 Bulb 


Supplied with Candelabra 
Screw Base Only 


ARDLY a day passes without bring- 

ing a new use for Neon Glow Lamps. 
Their use extends into virtually every in- 
dustry as indicator and pilot lights. Fac- 
tories, theatres, offices and stores find 
them ideal for exit lamps. Even private 
homes are learning how economically they 
can serve as pilot lights for cellar and attic 
circuits and electrical appliances. Photog- 
raphers, both professional and amateur, 
are turning to them for use as safe-lights 
in the dark room. 

The line of these economical lamps offers 
a size that is exactly right for each of their 
hundreds of uses. And their economy is al- 
most phenomenal. They cost little to be- 
gin with. Their bases fit standard sockets. 
They operate at standard voltages and 
frequencies without special transformers 
or resistances, and they operate on both 
AC and DC. When it comes to operating 
cost, ten cents will keep the half watt size 
burning twenty-four hours a day for a 
whole year in many localities. 

The long life of Neon Glow Lamps is 
another factor in their favor. They stand 
up for several thousand hours under vibra- 
tion and shocks. 

All these facts make it increasingly 
profitable to stock the full line of Neon 
Glow Lamps. It’s a smart move to include 
them in your catalogue, too. We'll supply 
catalogue inserts on request. Write today 
to: General Electric Vapor Lamp Com- 
pany, 891 Adams St., Hoboken, N. J. 





GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


601 Copr. 1934, General Electric Vapor Lamp Co. 
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pany es <<". 29 || LOWEST PRICED ALARM ON 
Spe Biers Products Cosi wind THE MARKET 
Burgess Battery Company.......... = The new VOGUE Fire Detector sells on sight. 















Burndy Engineering Co., Inc....... 5§ Every installation calls for a minimum of six 
Bussmann Manufacturing Company.. alarms. Dealers sell them over the counter— 
Back Cover | the contractor gets a wiring job as well as a 
| profitable sale. Can be installed anywhere— 


| home, garage, factory, office, farm buildings. 
i BBARD Cc Low priced with an extra long discount to 
as jobbers—write for full data. 


Colt’s Patent Fire Arms Mfg. Co... 
38 


G U y W | R F Cutler-Hammer, Inc. ... i cseecgss d | VOGUE Cor eRe UNITS 












iron replacement elements as 


General Electric Co., Nela Park. ..26-27 | 
Pat. Pend. well as other Vogue replace- 


General Electric Vapor Lamp Com- 


D 

; ; ; . A brand new flat-iron replace- 
Diehl Manufacturing Company..... 46 ment element which is entirely 
encased in copper, eliminating 
breakage, shorts, and greatly 
F increasing the element’s life by 
| cutting down oxidation of the 
Fretz-Moon Tube Co.............-- 54 nichrome wire. Element has 
Fullman Manufacturing Co. 56 highest grade mica and only 
genuine nichrome wire. Fool- 
| proof—anybody can install it 
G } with ease—no danger of ele- 

| ment being shorted. 
General Cable ( orporation rn ee 35 | ; You can make profits by  sell- 
General Electric Co., Bridgeport.... 41 me ie ing the Vogue Copper-Clad flat- 

ee 





















OOAT <:.. ce cavbeacaets «ca ecebiens oF ment heating elements. 
Great Western Fuse Company, Inc.. Write for catalog showing complete line. 
5 pla ass ¥a% ww 5.0 Seeley 6 Beiets Meena 20-21 
H | 3243 So. STATE ST., CHICAGO, ILL. 
Hamilton Beach Mfg. Co........... 45 | 
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National Electric Products Corpora- ref er to — . 


High Visibility |CONTRACTING”’ 

° |for PANTHER and 
Tamper Proof Okonite Company, The............ 60 ae Rr A G ae N TA Pp E 
Shock Proof » ADVERTISEMENTS 


Reinforced Ends Pass & Seymour, Inc. str ereseeeeee | 33 | 
Only Two's et. eee oe Profitable Line 


Insulated Wire 


eee eT ee ee Fro Cover 
Pc Electric Corporation re "35 66 E L E Cc T R I Cc A L 








*,* . s | 
Positive Clamping Apes Pek | 
Sheridan Electro Units Corp....... 60 
Sherman Mfg. Co., H. B........... 58 for Jobbers 
Low Cost Simplex Radio eet |) eee ee 56 Annunciator Office and 
Square D Company. . <cccciws cians 2 ° 
Steet end Tapes, Enic.; ....6 is cen os 30-31 Thermostat Wires 


Best Appea rance 


Fixture Wires 

T Flexible Cords 
Trumbull Electric Mfg. Co., The.... 4 Antenna Lead-In Wire 
Radio Hook-Up Wire 


HUBBARD and COMPANY | v | also 


Pittsburgh Won’ Chott Weer FSF. Te oo BS Asbestos Covered Resistance 
pruinniy Wires 


Oakland, Calif. w 
a apnay x9 aes : ‘| The Holyoke Company Inc. YZ 
Chicago Wiremold Company, The .......... 51 720 Main Street Holyoke, M oN 
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» a Hl ERICTION 
TAPE 


MANUFACTURED BY 


PLYMOUTH RUBBER COMPANY Inc. - a 
CANTON, MASS. U.S.A. 
it 


SPLICING 
COMPOUND 














Sold through 


wholesalers only 





"A SPLICE THAT IS A SPLICE” 


PLYMOUTH RUBBER COMPANY, Inc. 





CANTON, MASS. 








SERVICE OR BLAH? 


BOTH CAN GET ORDERS—BUT ONLY SERVICE 
CAN BUILD ENDURING SALES AND PROFITS 


E salesmen get pretty well “fed up” sometimes on hearing 
this continual harping on SERVICE. Sometimes we over- 
look that there are two kinds of service—True Service and Blah 


Service. 
| For example, we all know the guy that pats us on the back and 
tells us “what a pal we are’—but when it comes to moving the <* 


| piano he grabs the scarf. That’s Blah Service—lots of talk but not 
much on delivering. 


But then there are the men who are not afraid to tell us when 
they think we are wrong—but what pals they really are when we 


are in a jam and there’s work to be done. They give TRUE fey 

SERVICE. ' 
Selling is like that. If you have a customer who you know is 

buying the wrong article or too cheap an article or too poorly de- ze: 


signed an article—tell him about it. He will thank you some day 
for keeping him out of a jam. 


Take fuses, maybe some of your customers are using any old 
make. But why should they—when they can get the low cost =~ 
dependable protection that only BUSS Super-Lag Fuses give. Tell == 
them about BUSS Fuses. The BUSS price sheet in your binder 
gives you many talking points to use. You will be doing your cus- = 
tomers a True Service because BUSS Fuses really do save money 5 
for the user. _ a 


Don’t stop on BUSS Fuses—pick out other articles of merit— 
talk about them—explain them—sell them. Soon your customers 
will realize that you give True Service. Then you will be started 
on the road to more sales and repeat sales—what more can a sales- 
man ask? 





BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. U S Ee 
TH E A Diwision of the McGraw Electric Company 











Some Talking Points On 
Ferrule Contact Type BUSS Super-Lag Fuses 


Contact on the link is made by a projection in the cap. Vapors 
or molten metal are deposited in the recess around this projec- 
tion—where they cannot interfere with good contact when the 
fuse is renewed. 

There are no large openings in the end of the fuse case through 
which venting gases can carry smut or molten metal to the con- 
tact surfaces. 

Caps are made in one piece to make full length contact with 
the fuse clips. Vibration can’t loosen the contact the caps make ) 
on the link and cause heating that would burn up the fuse be- 
cause the grip of the fuse clips prevents the caps from turning. 


























